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* Dealer 
Kdentification 


it's what’s behind the sign 
that counts 


It takes tremendous creative ideas. 


It takes fastidious attention to design, 
craftsmanship, production and shipping. We do it with skilled and 
interested people in a completery modern plant to make your sign 
program flow smoothly from idea to installation. 


It has made us the important leader in the field. 
We can help you... now! 


SIGNS 
OF 


SUCCESS 


plesti-lime inc. 


Knoxville Tennessee 


Sponsors of the famous Plasti-Line Sign Clinic, Sept. 29-30, Oct. 1 





Remington Rand Plastiplate’ Masters — 
Your Choice of Three. 


The New, Dual-purpose PLASTIPLATE Master, 
developed for these processes 
Direct Image work. Now 
one plate .. 


one plate 
Xerography and general 
flexibility by stocking just 


and... 


The New truly modern Pre-sensitized Photographic 
PLASTIPLATE Master. Image immediately visible 


beau- 
tiful linework—superb halftones 


excellent coverage on 
solids. Finally... 
The Unparalleled Direct Image PLASTIPLATE Master 


better than ever—the finest heavy duty offset plate 


especially designed for the busy shop. 


But prove it to yourself. For free samples, fill in the cou- 
pon; see what PLASTIPLATE Masters can do on your press 


DIV R PORAT N 


Room 1322, 315 Fourth Ave., New York 1 
Please send me free samples of 


Dual-Purpose PLASTIPLATE Masters 
Pre-Sensitized Photographic PLASTIPLATE Mast 
Direct Image PLASTIPLATE Maste1 
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either fish or cut bait... 


This is an old chestnut that digs deeper than the surface. There is only one way to do the job right 
. professionally! The artist-designer approaching his work often decides that letting well enough 


alone is fine today, but what about tomorrow ... has he improved or advanced professionally? 


Well, here’s a bit of helpful advice ... when it comes to papers on which to produce your best, regard- 


less of technique, select one of these 3 layout pads. Tops for every purpose. 


DALTON “ADMASTER” Nothing finer, nothing compares for layouts and visualizing, 


2 surfaces, 4 weights. Also available for fluorographic work (No. 406R). 
AD-ART The best general purpose layout paper. 


ART-VEL Evxcellent tracing, layout and inking vellum. 


Once you work with one or all of these pads, you’ll learn why thousands are sold every week to art 
studios, ad agencies, display departments and free-lance designers everywhere in! the U. S. 
Decide now to see your local art supply dealer and ask for them by name. 


/ ‘ 
VISUALIZING 
and LAYOUT 
TRACING PAD 


tS 


Write for free 4 x 6” sample pads on your letterhead. 


DEPENDABLE 


we bi £ 
rs i e ri <= ri = paper co., inc. metuchen, n. j. 
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Just Ctlatln Us 


Direct Advertising Can Be Scientific 


While advertising and sales promotion will always partake of the charac- 
teristics of an art, much of the work in this area can approach a science, in 
the sense that principles can be established which assure a high degree of ac- 


curacy and provide the means for forecasting results within rather close 
limits. 


The big mail-order houses, several of which center their operations in 
Chicago, are typical of companies which, through long years of trial and 
error, through careful experimentation under controlled conditions, and 
through complete and exact records of sales results, come closer than the 
majority to the use of truly scientific methods. 


This scientific approach relates both to the over-all planning and 
Strategy of selling through the mail-order catalog, and to the design, 
tion and distribution of these huge books, 
as a 
Even 


produc- 
printed in the millions and serving 
source of buying information for a large percentage of American families. 
though Sears and Ward's now have many successful retail stores which pro- 
vide the larger part of their revenues, the mail-order catalogs on which these 


businesses were founded continue to play a most important role in the merchan- 
dising process. 


The articles describing the mail-order giants and their catalog operations 
appearing in Advertising Requirements beginning with this issue represent a 
valuable contribution, I believe, to available knowledge about advertising and 
sales promotion techniques. Since the American economy will profit from more 
efficient use of advertising and sales promotion funds now and in the foresee- 
able future, the study of the carefully controlled techniques employed ina 
successful catalog operation can hardly fail to suggest better and more posi- 
tive methods of administering direct advertising programs. 


The mail-order catalog may not be a scientific production in every respect, 
but in my opinion it's the closest thing to it we have in the whole field of 


G. D. Crain Jr. 
Publisher 
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Chinatown U.S.A. 


To celebrate a new plant, La Choy Products turned its 
home town into a Chinese community. The open house had 
more guests than the town’s population. 


Epwarp M. MuLpoon 


Designing the Big Three Mail Order Catalogs 
The first of this new series examines the printing that pro- 


duces $1.5 billions in annual sales. Rosert B. Konrkow 


What Are ‘‘Whiter Than White’’ Papers? 


A look at the new papers with fluorescent dies that bring 
new brilliance to printing TED SANCHAGRIN 


® The House Organ Editor Tells All About Himself 


A report on the training and background of the men who 
edit external publications STewart J. WOLFE 


We Need More Creativity in Direct Mail 
An agency executive points out the rewards of fine direct 
mail, and its proper role in the agency. Ferp N. ZIEGLER 


Sales Promotion with the Miniature Camera 


How advertisers are using the 35mm still camera in adver- 
tising and sales promotion. 


Confessions of a Clipbook User . .. 
A well-illustrated story tells how stock art can be used 
effectively. FRANKLIN C. WERTHEIM 


Premiums Come of Age 


The president of the Premium Advertising Assn. points out 
the growing importance of national brands in the premium 
picture Gorpon C. BowENn 


8 47 Ways to Increase Sales with a Premium Coupon Plan . 
An “Adman’s Handbook” feature presents a checklist of 


the objectives which premium coupons can help you 
achieve. 


Ingenious Portable Kit Demonstrates Drill Rig 


When you can’t carry the actual product, it’s hard to make 
a substitute do, unless it is as ingenious as this. 
WiriiaM J. ALEXANDER 


Making Effective Sales Training Films 


Chrysler has found that when it confines its filmstrips to a 


AMSTERDAM CONTINENTAL TYPES single theme, it gets greater impact. 
AND GRAPHIC EQUIPMENT, INC. 
268 FOURTH AVENUE NEW YORK 10, N.Y. 


SPRING 7-4980 


How to Add Zip with an Instant Camera 


Using a Polaroid transparency camera brought the audi- 
ence into the picture, and increased excitement. 
Pritre M. Morrison 
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RoBert SIDNEY DICKENS 


Confusing the Consumer 
An amusing approach to the use of research in package 
design, subtitled “Seven Steps to Oblivion”. 
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When an Agency Develops Point-of-Purchase Material ... . 


The story of an agency which has taken the unusual step 
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* TENSION ENVELG 


TENSION ENVELOPES 


PES + TENSION ENVELOPES + 


Aisha ENVELO 
A 


6° 


TENSION 


ENVELOPES! 


Cut closure time 
as much as 


Sure! Employees do work 
faster with these new metal 
clasp envelopes. And for two 
good reasons. 


First, fingers never touch the 
metal. No need to go slowly 
because of tender fingers. No 
fear of broken nails. 


Second, closing the envelope is 
so wonderfully easy. Nothing 
to do but slide flap into place. 
The rest is automatic. The 
clasp is self-acting and fastens 
flap on contact. No pressing. 
No bending. No turning. No 
twisting. 


WRITE FOR FREE SAMPLES 


Kwik-Klasp actually is so simple and 
easy to use that it cuts closure time 
over ordinary methods by as much as 
%. Think what this means in greater 
mailing efficiency —in time and money 
saved on small and medium mailings. 
Mail coupon for free samples and 
full information. 


Tension Envelope Corporation 
815 East 19th Street 
Kansas City 8, Missouri 


Please send free samples of Tension 
Kwik-Klasp envelopes—also prices and 
complete information. 


Name____ Title 
Company 
Address__. 


a a 


SSdGOISZAN3 NOISY 


qo * March 1959 


N3 NOISNS3L 


ee 


a] 
La 
z 
” 
ie) 
z 
m 
y 
< 
m 
Ue 
ie) 
Uv 
m 
1) 
a 
Ly 
z 
0) 
Le) 
Fd 
Ly 
2 
< 
m 
r 
ie) 
v 
m 
7) 


S3SdOI1SZANS NOISNSL* SADOTSANS NOISNGIL: 


The Editors VLA 


Booming Field... 


External House Organs: 
An Unrecognized Giant 
Among the Ad Media? 


following AR’s 
external house 
that you’ve 
realize what a_ gigantic 
medium they have become. 

We've been 
some 


been 
series on 


If you've 
monthly 
organs, 


chances are 


come to 


down 
for the 
medium of externals, but only one 
fact has become clear 


trying to pin 
specific dimensions 
the medium 
is much larger than previously pub- 
lished statistics would indicate. Just 
how big is anyone’s guess, but we 
feel that a conservative estimate 
would be that there are at least 
10,000 regularly published external 
house organs in the U. S. 

Externals, of course, 
forms. There are slick magazines, 
newspapers, newsletters, bulletins, 
booklets, etc. Circulations vary from 
multi-millions to than 100. 
Some are produced in an hour or 
two by an advertising assistant; 
others are the handiwork of large, 
expert editorial staffs. 

The total annual editorial, pro- 
duction and distribution cost runs 
into nine and possibly ten figures. 
External house organs are big busi- 
ness! 


take many 


less 


> It’s paradoxical that externals are 
still seldom considered as a separate 
medium by most admen. To many 
they are but a stepchild of the in- 
ternal house organ. To others they 
are just another type of direct mail. 

Thus far, advertising and editorial 
groups have given only passing at- 
tention to the external, although the 
medium is growing in recognition. 


For example, the Direct Mail Ad- 


sereeeens FUOCOUEEEOEEOOOREREOOUOEOEREOOCOORORRHOODORREREEOES 


Display typefaces in this issue 
Clarendon; 54 


79 


vertising Assn. treated the subject 
separately for the first time at its 
1958 convention in St. Louis. Then 
there’s the study of the International 
Council of Industrial Editors. This is 
described by Stewart J. Wolfe, who 
has been waging a campaign for 
better recognition of externals, on 
page 57 of this issue. 

As far as we know, AR is the only 
advertising publication which has or 
is giving regular editorial attention 
to the growing medium 


> The day is probably not far 
however, when external house or- 
gans will be recognized for the 
major medium they’ve become. This 
seems inevitable just from the 
standpoint of competition alone. Not 
long ago, it was enough just to have 
an external — chances were that 
yours had no direct competition. To- 
day, few fields are without healthy 
competition between externals pub- 
lished by different companies. 

There also is the matter of com- 
petition for the limited number of 
real experts in editing such publica- 
tions. More and more companies are 
demanding specific experience in 
hiring someone to edit their external 
publications. 

The over-all quality of externals 
has come a long way in a relatively 
short time. But chances are that the 
pace is due for acceleration as the 
medium achieves more of the stat- 
ure it deserves. 


off, 


> Those Esther Williams swimming 
pool people are certainly coming up 
with a hatful of interesting promo- 
tion gimmicks. Ted Sanchagrin, our 
eastern editor, sent along a telegram 
he received inviting him to a “cham- 
pagne christening party” for Esther 
Williams’ new “split-level penthouse 
swimming pool.” 

A couple of days later, managing 
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a Sit abet 
oe abe 
Pott eel 


Bound in new vinyl “PX” cloth for exceptionally 


long wear and fine printing in rich color 


New vinyl “PX°”’* cloth offers unique possibil- cellent adhesion, sharp detail and truer color 


ities lo! ric h color and durable good looks in re produc tion New vinyl ro” cloth handles 


covers of books, manuals, presentations, cata- readily on conventional printing, casing, form- 


logs or binders. It’s impregnated with vinyl for ing, blanking and stamping equipment 


superlo! printability and wear. In tests, new For these reasons Chilton Company chose 


vinyl **PX” cloth proved 10 times more scrub- new vinyl PX” cloth to cover their “Iron Age”’ 
resistant than pyroxylin cloth of the same grade Basic Marketing Data Book, shown above (offset 

It prints better because it offers a more uni- lithography by Harrison Art Advertising; bind- 
form surface that gives a better lay of ink, ex- ing by National Publishing Company 


PX h e Du P 
’ ookt ‘ P 
Se MAIL COUPON FOR FREE 


ere ‘ ks for 


yl “PX ht 


SAMPLE SWATCHES 


PX° cloth and 
Fabrikoid”® 


E. I. du Pont de Nemours & Co. (Inc. 
Fabrics Division AR-93, Wilmington 98, Delaware. 


Please send free sample swatches and complete data on new vinyl ‘‘PX”’ 


book cloth: 
Name Position 
Firm 


Address 


State 
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PRIDE 
IS THE DIFFERENCE 


Manifest 
Bond 


The economy paper with a 
crisp feel and quality appear- 
ance. Sturdy texture and high 
bulk for trouble-free press 


performance. 


New eye-ease shade of 
white in four weights plus 
seven pleasing pastels — all 
quality controlled and pre- 


cision trimmed. 


Ask your Franchised 
EASTERN Merchant for 


samples. Or write direct. 


EASTERN 


Manitess) 
Atlantic 'S) 


EXCELLENCE 
iN FINE PAPERS 


KASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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editor Bob Konikow came _ back 
from a trade show with a pink card 
bearing this message: 

“We're sorry you didn’t win the 
incomparable new Esther Williams 
Living Pool the pool that grows 
with the family. All is not lost, how- 
ever, for by planting the seeds at- 
tached, a redwood tree of the right 
size will be ready in about 800 years. 
Of course, if you’re in a hurry, 
Esther Williams Living Pools are 
available from International Swim- 
ming Pool Corp., White Plains, 
mn ee 

A cellophane packet attached to 
the card contained a dozen redwood 
seeds. If you’re in the Chicago area 
800 years from now, we'll be glad to 
invite you to a picnic in AR’s red- 
wood forest! 


>’ Anyone who hasn't had corre- 
spondence with Joe Russakoff of 
Vanguard Advertising, New York, 
has missed an experience. He made 
an interesting point in a recent let- 
ter and rather than rewrite it, we'll 
let you share portions of it just as 
they came to us: 


plz pardn the 
writng 
smthng 


infrmlty of this 
it’s jst, that if i hd 2 write 
“offelly” & formally, it’d 
nvr get writtn 

mebbe this is smthng u en do 
smthng wth 

the genrl idea is, that more wom- 
en should b attrctd 2, & drawn in2 
the mny fields in whch AR is in- 
trstd 

1 of the “prblms” of the ad wrld 
2day & of the collateral media, etc 

includng graphic arts, is that of 
gttng persnnl recruits 

& yet in all these fields thr is 
ampl room for gals xcept in the 
shipping & sm of the mechanical 
jobs 

my thot is that‘AR could play 
up the opportunities for gals in 
these fields they can get jobs 
easily enuff if they hv hd sm train- 
ing or courses in advtg so they’ll 
know the dffrnc betwn a countr 
display & a shelf talker - 
a halftone, and a mat 

another angl in regrd to direct 
mail is this in the mailing list 
biz — thr r mny women many 
women own list biznsses many 
list houses have more women than 
men i m thinkng here, of the 
sales, & customer contact end of it 

this is 1 field, in whch thr apprs 
2 b equality, or parity, or wht hv 
u. 


or betwn 
etc etc 


also sm women run lettrshops 
& hv built up big biznsses 
& so it goes 


If you've managed to follow his 
thinking, Joe has an_ important 
point. We've all heard the moaning 


over personnel shortages. Perhaps 
AR can help to stimulate interest 
among women. we 1 hv 2 lok in2 it! 


> To Budd Gore, retail advertising 
manager for the Chicago Daily 
News, goes credit for the shortest 
speech ever given. It was presented 
at the National Retail Furniture’ 
Assn.’s semi-annual Chicago Mar- 
ket Breakfast Meeting and was 
titled, “What’s Needed to Get Fur- 
niture Store Advertising in Proper 
Focus to Produce Over the Long 
Pull.” 

Fortunately, Budd sent us a full 
text and we would like to share it 
with you. Here it is: 

“Honesty.” 


> On the same track was a “news- 
paper” published by Marwel Adver- 
tising during the late New York 
newspaper strike. It was a 24-page 
tabloid carrying a December 19 
dateline. A big, bold “Extra!” dom- 
inated the front page, with a nota- 
tion, “Story on financial page.” 

The back page was the “financial 
page” and the “story” was a seven 
paragraph item, “A City Without Its 
Newspapers,” by-lined by Wm. W 
Weltman. Actually, it was a com- 
mercial for Marwel’s 
services 


advertising 
“just as you have re- 
alized that without your newspapers 
there is an emptiness that is difficult 
to fill think for a moment about 
your advertising program.” 

What made it unusual was that 
there wasn’t a single drop of print- 
er’s ink on the rest of the paper 
22 completely blank pages and only 
the teaser on the front and the short 
“commercial” on the back. 


> Door prizes at luncheon meetings 
are becoming about as common as 
chicken a la king. The Sales Execu- 
tive Club of New York, however, 
came up with one that tops all we’ve 
seen for uniqueness. At a meeting 
which featured a discussion of the 
postal service, a lucky (7?) guest 
won a mail bag full of unclaimed 
parcel post packages. 

AR’s “Promotion Almanac” is the 
basis for another unusual door prize 
idea. Under the guise of a regularly 
scheduled report on the “Weeks of 
the Week,” the Seattle Advertising 
& Sales Club offers door prizes 
which are representative of the spe- 
cial occasions being celebrated at 
the time of each meeting. 

The give-aways, usually products 
advertised by club members, also 
include some hilarious products of 
Hospitality Chairman Tom Herbert’s 
imagination. National Anti-Freeze 
Week, for example, was observed 
by the presentation of a case of beer. 


International Cat Week brought 





PRIDE IS A TASTE. A savory broth. Delicately seasoned. Culmination of 
experiment, care and anticipation. Pride. Made of many things. The force that 
sets one man’s efforts above another’s. Just enough. Proud printers have it. Pride. 
The difference in Atlantic fine papers. 


EASTERN 


Manrtes, 
Atlantic ” 


o 
Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Translucent At lant ic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 
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forth a “Do-it-Yourself Cat Kit.” 
The kit, which included cat food, 
canned milk, flea powder and a 
small kitten, carried full instruc- 
tions for use: “mix contents into 
enclosed Kit at regular intervals for 
several months to produce your own 
cat!” 

On certain occasions, Mr. Herbert 
tosses in a “week” devised to fit the 
program. An appearance of Eugene 
I. Harrington, chairman of the 
board of Honig, Cooper, Harrington 
and Miner, was observed as “Na- 
tional Alphabet Agency Week” 
observed in the honor of advertising 
agencies with four or more names in 
their title 


>» Medium-of-the-month ... Credit 
Monroe F. Dreher Inc., New York 
agency, with the development of 
what, to us at least, is a new pro- 
motion medium. Every day we re- 
ceive dozens of envelope stiffeners 
used to protect photographs, tear- 
sheets, proofs, etc. For the most 
part, they’re just plain cardboard 
of one sort or another 

But to Dreher, these stiffeners 
represent a promotion opportunity 
So, on heavy white cardboard, the 
agency has printed an_ intriguing 
design built around its trademark 
and a short sales blurb. Frankly, 
we're impressed! 


> The Direct Mail Advertising Assn 
is to be congratulated on the selec- 
tion of Robert F. DeLay as its new 
president. It has been our pleasure 
to work closely with Bob DeLay on 
a number of projects over the past 
years and we have come to know 
him as a highly competent executive 
and a real champion of the direct 
mail medium 

Mr. DeLay will assume his full- 
time duties with DMAA on March 
1. He moves to New York from his 
present position as manager of pub- 
lic relations and account manager of 
Waldie & Briggs Inc., the Chicago 
industrial advertising agency which 
has been noted for preparation of 
successful direct mail campaigns 


CONSTANT 


SALES PRESSURE 


viti FEINN 
LOOSE-LEAF BINDERS 


Heinn binders maintain sales pressure by keeping buyers 
aware of your company and your products. The impression 
value of Heinn binders is so good that your salesman’s 
callback usually means a sale. You cut your cost per sales 
call far below the average of $18.92 reported in a recent 


survey. 


Heinn brings you a complete line of custom-styled binders 
and indexes. Prices are low to moderate, depending on 
your preference in workmanship and materials. You get 
the industry’s best dollar value and something more — 
the counsel of representatives who rate as experts in loose- 
leaf planning and design. Measure your results in binders 
that exert sales pressure with- 


out ever wearing out their 
welcome, and in insignificant 
costs for each month of service. 


CLIP AND MAIL 
THIS COUPON: 


ego 


COMPANY 


326 West Florida Street 
MILWAUKEE 4, WISCONSIN 


SPECIAL .. . 


Send for your free 


sample of Heinn's 
Presentation cover 


Yes, we're interested in Heinn's special services and 


fast production. Send information on 


|] SALESMEN'S BINDERS 
| DEALER BINDERS 

[| MANUAL COVERS 

[| HEINN INDEXES 
NAME 

TITLE 

FIRM 

ADDRESS 


CITY, STATE 





Probable 
Quantities 


This is a partial list of currently available reprints of AR articles. A complete 


list ran in the December, 1958, issue. Unless another price is given, each sells 
for 25c¢. In lots of 10 of any single reprint, the price is 20c each; lots of 50 
or more, 15¢ each; lots of 100 or more, 12'/,¢ each. Order by number from 
Reprint Editor, Advertising Requirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order is under $2. 


New This Month 


267 Disneyland Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes bu 


266 An Inside Look at Worthington’s Trademark Thinking 


A presentation for it wn staff te 


Miscellaneous 


307 A Basic Guide to Specialty Advertising 
What every adman should know about 
301 A Basic Guide for Paper Buyers 
The Best of AR tells 
218 Ten Rules for Believable Testimonials 
How to get the most value from 
210 How Agencies Work Together — by James Robertson 
The background of a successful campaign that required 
208 Emblems — by Robert M. Marks 


A practical guide to the development of an embler 


a per 


202 How | Solved it ($1) 
64-page book nmtaining over 125 selected ‘“‘How | S 
201 Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts 
151 Color in Advertising — by Faber Birren 


An expert 


: 
Packaging 
306 A Basic Guide to Packaging 
What packages should do for sales, and what materia 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 
A report on a Carefully-controiled test which measured effects of multiple packing 
258 Twenty-nine Ways to Measure Packaging Effectiveness — by George J. Bevans 
Package engineer presents a yardstick of 29 
114 How to Design Packages for Self-Service — by Frank Gianninoto 
A leading designer outlines the demands of modern merchandisir 


use 


question 


package 


Photography 
302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get better phot 
228 A New Guide to Color Photography — by Egon Berka 
A simple explanation of the many types of r film 
175 How to Use Color Stats — by Ted Sanchagrin 
How 
162 How to Crop Photos — by Vincent T. Tojiri 


Pointers for getting the most t of photographs for 


Premiums 


312 Do's and Don'ts for Premium Buyers 


251 The Basic Premiums — by John M. Davidson 
A look at 50 year 
227 Ballast Your Business with Balloons 
Thirteen ways to u 
225 Personalize Your Premiums — by Kenneth F. Curry 
Erwin Wasey’s premium buyer te “ jet 
222 Ten Yeors of Progress in Premiums — by Gordon c. Bowen 
An expert looks at the post-war premium boom and 
206 Premiums at General Mills 
The inside story of one of the 
Follow Through — Key to Premium Success — by Arthur E 


. Irwin 
A mplete program of f y-the 
149 Give 


untry 


153 


t ug! the ey ngredient 
the Dealer What He Wants — by LeRoy King 


A former supermarke perat } exame f 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR ‘ 
255 Art Production for Television — by Dolph Franklin 
ving money when get 
189 How to Merchandise Syndicated TV Shows — by Maurine Christopher r 


f 
f su 


181 How to Merchandise TV Tie- Ins — by Frank | Jacobs 


Trading Stamps 
220 An Expert Answers Your Questions About Trading Stamps 
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Robert F. DeLay 


Previously, he was vice-president of 
Burnett & Logan Inc., Chicago. He 
also has served as advertising man- 
ager of American Air Filter Co. and 
Victor Animatograph Corp. 

DMAA is nothing new to Bob 
DeLay. He has served as a member 
of the association’s board of gov- 
ernors. He also is a former directo! 
of the National Industrial Advertis- 
ers Assn., chairman of the NIAA di- 
rect mail committee and a_ board 
member and program director of the 
Mail Advertising Club of Chicago 

To many admen, he is best known 
as an outstanding speaker on the 
subject of direct mail. He has long 
made it a practice to base his 
speeches on carefully developed 
facts and_ statistics not just 
preaching on the wonders of the 
mail medium. This dedication to the 
need for strong evidence to provide 
guideposts for more effective use of 
direct mail is one of the major as- 
sets he will bring to DMAA a4 


And now I get the greatest 
premium idea in history. 


ES 
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RRA 


Playmate of thi 


For Full Color transparencies ( translites ) look 
to Black Box. But, whether they're in full color 
or black and white, you can put the beauty and 
brilliance of collotype to work for you. 

The unique Black Box method gives you 
perfect register and color intensity because 
front and back are printed simultaneously. 
Natural colors stay that way even under strong 
sunlight and won't ‘‘fade out’"’ when shadow 
box is lighted. 


Upper 
Stopper 


Dallas 


Cincinnati 


Detroit Indianapolis 
Plaza 1-4218 3.757 ; 


VV } 7573 TUxedo 5-555] erty 7-164 
Minneapolis Pittsburgh, Pa. Roanoke, Va. 
FEderal 46-6878 ATlantic 1-1195 Dlamond 4-395( 


Kansas City 
RAI re 1.193 
Rochester, N. Y. St. Louis 


53-0366 


GReenfield 


Los Angeles 


San Francisco 


Olive 2-0202 DOuglas 2-7673 


Month.’ 


Courtesy of Playboy Magazine 


Collotype transparencies last longer, too, and 
can be had on either paper or plastic. Most 
economical ...in quantities up to 5,000 and 
sizes up to 40” x 60”. Write or phone, today! 


AVenve 3-0262 
BLACK BOX COLLOTYPE 
STUDIOS, Inc. 
4840 W. Belmont Ave., Chicago 41 


Massillon, Ohio 
5484 Trenie S204 
Seattle 
side 2-232 





What are the 
ingredients 
of a 
good highway 
display? 


You'll get the answers to these and 
other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


WELCOME AND Vk tem el 


If you design, produce, and place out- 
door advertising in any form —this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 


of all, it’s FREE! 
send for your copy now! 


MINNESOTA MINING AND 
MANUFACTURING COMPANY 
Dept. NC-39, St. Paul 6, Minnesota 


Please send me a copy of your new, free high 


way display design guide 


‘Welcome and 
Watched For 

NAMI 

rirLt 

FIRM 


ADDRESS 


SS 7 = 
Maanuracrurine COMPANY 


- WHERE RESEARCH IS THE KEY TO TOMORROW 


SAINT PAUL 6, MINNESOTA 
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for ADMEN 


e Bacon's Publicity Checker, R. H. 
Bacon & Co., 14 E. Jackson Blwd., 
Chicago, 336 pages, $18 . . The 
1959 edition of this useful handbook 
contains brief descriptions of 3,450 
business, trade and consumer maga- 
Each publication listed has 
been coded by its editor as to the 
types of publicity used. 
Other information included is the 
address, the editor’s name, the cir- 


zines. 


material 


culation, and the date of issuance. 
Those entries that have _ been 
changed since the 1958 edition are 
indicated by a star, while a bulls- 
eye indicates those that charge for 
cuts. 

Room is left for notes, and a list 
of group publishers will be appreci- 
ated by many. The publisher will 
send out a copy of the guide on 
approval 


e Plastic Sheet Forming, published 
by the Packaging Div., 
Management Assn., 139 pages, $3.75 
($2.50 to AMA members) The 
proceedings of a special AMA con- 
ference, the 24 papers by experts 
included in this book fall in five 


major sections 


A merican 


materials, methods, 
packaging industrial 


applications, progress and prospects. 


applications, 


The papers are short and to the 
point. In addition to providing the 
technical in- 
formation to enable him to talk in- 
telligently with technicians, the sec- 


adman with enough 


tions on applications and predictions 
have marketing values. 


@ The Feature Writer’s Handbook, 
by Stewart Harral, 
Oklahoma Press, 


pages, $5 


University of 
Norman, 342 
If you write, whether 
as a staff writer on a magazine, as 
a free lance writer, or as a public 
relations man, you will find this a 
handy volume to have on your per- 
sonal bookshelf. 

In its first section, it presents a 
number of helpful check-lists, such 
as ways of ensuring a successful in- 
terview, or how to dig up feature 
ideas. The meat of the book, how- 
ever, is a collection of 2,000 ideas 
for articles, arranged in more than 
500 topics which start with alimony 
and run through the alphabet to 
ZOOS A brief 
should be 


paragraph on each 


enough to get even the 


tyro started on a train of thought 
whose destination is an article that 
is worth publishing. 


e Essentials of Outdoor Advertis- 
ing, published by the Assn. of Natl. 
Advertisers, 155 E. 44th St., New 
York, 138 pages, $3 . This useful 
little volume might be given the 
subtitle, “What Every Adman 
Should Know About Outdoor.” 
Briefly and concisely, it gives the 
pertinent facts about the history, 
the types, the organization and the 
planning of outdoor advertising. 
First issued in 1952, this new edi- 
tion has been brought up-to-date 
According to the preface, this book 
is designed for “advertising manag- 
ers who have never had occasion to 
use the medium before, from de- 
partment members who were as- 
suming responsibilities for 
company’s outdoor program, 


their 
from 
advertising who 
wanted to broaden their knowledge 
of all media, from top executives of 
corporations spending a sizable part 
of their advertising budgets in out- 
door.” 


beginners in 


There are discounts available for 


quantity purchases 


:X 
MODERN) ~< 
PUBLICITY 


—jacke 


@ Modern Publicity 1958-59, Frank 
A. Mercer, editor; Studio Publica- 
tions, New York, 172 pages, $10 . 
The 28th annual of international ad- 
vertising art includes advertising 
from 34 countries in all parts of the 
world. While the Soviet Union is 
still not included as a practitioner of 
advertising, Poland and Czechoslo- 
vakia the Iron Curtain 
bloc, and hold their end up in this 
collection 


represent 


The editor points out, in his pref- 
ace, that “it is not generally speak- 
ing a vintage year except perhaps in 











PRINTABILITY—Curl-free, wrinkle-free, Nekoosa 
Opaque goes through high-speed presses fast, letter- 
press or offset. 

ECONOMY — Mail more pieces per ounce. Nekoosa 
Opaque is light in weight, yet keeps show-through to 
a minimum. 

OPACITY—Nekoosa Opaque rates high in opacity, 
and it has a firm, smooth surface that reproduces full- 
colors or black-and-white beautifully. 


0 
OPAQUE 


eights when you run on 


USE NEKOOSA OPAQUE FOR THAT OUNCE OF 
PREVENTION THAT CAN MEAN BIG POSTAGE SAVINGS 


You can have your cake and eat it, too, when you specify Nekoosa Opaque. You can have 
superlative printing performance on a brilliant bright-white surface that adds sparkle to color 
jobs and contrast to monotones. And, at the same time, you can use a light weight that 

saves money in paper cost and postage cost. For Nekoosa Opaque is rea//y opaque—with an 


opacity that makes it the ideal paper for an infinite variety of printed pieces. 


© Mehoose. papers 


NEKOOSA BOND « NEKOOSA OFFSET 

NEKOOSA OPAQUE « NEKOOSA FANTASY *+ NEKOOSA LEDGER 
NEKOOSA DUPLICATOR «¢ NEKOOSA MIMEO 

NEKOOSA MANIFOLD « NEKOOSA FAX 

NEKOOSA MASTER-LUCENT ¢ and companion ARDOR Papers 
NEKOOSA-EDWARDS PAPER COMPANY 

PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 





the complete line of 
“Re hoose. 13:7: 


is distributed by... 


NEKOOSA-EDWARDS PAPER COMPANY «© Port EDwaARDs, WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


2 COLOR OFFSET PRESS 2 ON SHEET 23x3 MPRESSIONS PER HOUR 





direct mail advertising 
number of them... maintain a uni- 
formly high level of photography, 
illustration, copy, layout 
play. Unfortunately, 
the key word . .. So much of it has 
been done well, so much of it is on 
an equal plane, but it has all been 
done before and at an equal level of 
achievement... 
direct 
that the advance is most impressive 

In packaging, appreciation of 
good lettering and improved stand- 
ards are beginning to spread. 


a large 


and dis- 


‘uniformly’ is 


“it is) in mail 


specimens 


“Competition is intense and grow- 
ing, not only in Europe and Amer- 
ica. The East and Africa are both 
awakening to the need interna- 
tional trade .. - advertis- 
advertising agent or 

afford to be 


. No-one 
er, exporter, 
artist can 
placent.” 

The book itself is attractive 
many 


com- 


> with 
illustrations in full-color, 
regardless of the editor’s opinion of 
the trend, it is stimulating and well 
worth having handy. 


and 


e Pictures that Talk ... U.S. Cam- 
era, 1959, Tom Maloney, editor; 
Duell Sloan & Pearce, New York, 
305 pages, $8.95 . . . This latest edi- 
tion of one of photography’s finest 
than an 
interesting photographs. 


annuals is album of 


more 
A magazine 
been added, 
editorial interest. 

A ten page section, for 
presents 


concept has 


additional 


giving 


example, 
some of the finest photo- 
graphs selected for last year’s show 
of the New York Art 
Club. Another section of 
a documentary 


Directors 
interest 1S 
portfolio of New 
York as seen by 70 photographers. 
Its a_ beautiful 
warding to 
feeling for 


book, and re- 


anybody who has any 
photography in any of 


its aspects 


e “It Floats” by 
hart & Co., New 
$5.95 . . . In 1937, Procter & Gam- 
ble’s centennial year, the company 
got a letter from a New Yorker who 
informed the manufacturer 
guest cake of Ivory,” if 
put in a filled with water, 
would float, “whereas the other soap 
would sink to the bottom.” He 
that the advertising depart- 
might find this fact 
material.” 
The first 
made for 


Alfred Lief: Rine- 


York, 338 pages, 


that “an 
ordinary 


basin 


sug- 
gested 
ment “splendid 
floating 
Ivory in December, 
and the theme has been 
but apparently it 
got through 


claim for was 
1882, 
used ever 
still hadn't 
to everybody. 

This is just one of the 
about 


since, 


ancedotes 


advertising with which this 


book is filled. It is a history of P&G, 
which makes it somewhat of a his- 
tory of the soap industry. And this, 
in turn, makes it a history of ad- 
vertising. Procter & Gamble, ac- 
cording to Advertising Age’s “100 
Largest Advertisers” is sec- 
ond only to General Motors in its 
advertising budget, and 
nation in both network 
television. 

A readable book, and while some 
| P&G’s worthy competitors might 
argue with some of the emphasis, 
they will read it with interest. So 
will almost any advertising 


issue, 


leads the 


and _ spot 


man 


© Posing Patterns for 
Photography, by L. E. Broome, 
Communication Arts Books, Has- 
tings House, New York, 200 pages, 
$10 . . . The meat of this book con- 
sists of more than 1,000 illustrations, 
each showing a model in some pose. 
The emphasis is on the pose, rathe1 
than on the other details that may be 
more important in a particular as- 
signment. For that reason, all models 
are shown in leotards, 
and ballet slippers. 
The poses are 
eral position, 


Creative 


mesh tights 


classified by 
and the 
his comments on 
giving alternate 


gen- 
adds 
well as 
A final 
section shows typical faults in pos- 
ing, and how each may be corrected 

While the book is aimed primarily 


author 
each, as 


suggestions. 


at the amateur photographer, many 


great deal 
who must buy 
photographs 


professionals can learn a 


from it. Those , select 


or approve involving 
women can also learn from this how 


to make their criticism constructive 


© Advertising Personnel 
Volume VI, 
for Advertising 
sell H. Colley, editor; 
New York, 352 
Vols. I-VII, 
This authoritative sub- 
titled “Manning and Managing Your 
Advertising Department.” 

The first of 
building a well-managed 
ing department, the second recruit- 
ment and selection of personnel, the 
third training and development, and 
the fourth, 
tivation. 


Manage- 
Practical Guides 
Management, 


ment, 


Rus- 
Assn. of Natl 
Advertisers, 
$150 (for 


pages, 
inclusive) . 


volume is 


four sections covers 


advertis- 


and 
Each section is concise 
penetrating, and 
drawn 


compensation mo- 


and 
includes case his- 


tories from 


specific com- 


panies. An appendix gives organiza- 
tion charts and job descriptions fo: 
advertising 
seven 


positions, drawn from 


companies with 


varying in- 
ternal structures. 

This volume was prepared unde1 
the Advertising Personnel Subcom- 
mittee, whose chairman was Howard 


A. Marple, Monsanto Chemical Co 





IF YOU NOW 
(or ever will) BUY 


yA a 
LT U8) 


SALES BINDER 
REFERENCE BOOK 


.. we'll give you this 
invaluable 90-page 


VPD SALES BINDER | 
| REFERENCE BOOK | 


Describes, illustrates and gives prices of over 


45 different styles (in many sizes and colors) 
of ready-made VPD SALES BINDERS. 


HELPS YOU TO: 


CUT BINDER COSTS 
DRASTICALLY — ready 
made VPD BINDERS are 
far less expensive than 
custom-made jobs 

DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x 18) from over 
400 different “in stock 
VPD binders immediate- 
ly and tailor presenta 
tion material to it. 


ELIMINATE WORK, 
HEADACHES — no 
nuisance of 
out’ a binder, no time 
wasted explaining spec 
ifications, approving 
samples. Just look thru 
VPD REFERENCE BOOK 
and select. 


MEET DEADLINES 
EASILY — all VPD BIND- 
ERS are ready for im- 
mediate delivery from 
your stationer. 


WRITE NOW FOR YOUR 
FREE COPY OF THE 22 
VPD BINDER REFERENCE BOOK 


to: JOSHUA MEIER COMPANY, inc. | 


601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
—— <a ee ee 


working 
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SOMETHING NEW 


TRI y ry . OPIN 
UNDER THE SUN 
Now, with the new Brightype 
photographic process, you attain 


the following quickly, easily and 
economically 


® Direct conversion of any letter- 
press form to film or photo paper 


® Conversion of 4-color process 
plates 


* Freedom of page makeup and 
proofing before conversion 


® Perfect duplication of finest letter- 
press halftones and complete uni- 
formity of type weight 


® Razor-sharp image which accu- 
rately retains original type design 


® Smeorproof black and white 
paper proofs for art pasteup 


* Emulsion on either side of nega- 
tive or positive for direct printing to 
plate 


BRIGHTYPE PRODUCTS ARE 


Right reading positive or negative 
Wrong reading positive or negative 
Right or wrong reading paper prints 


Brightype service also offers a 
complete typesetting service 
from copy through the com- 
pleted Brightype product. Orders 
are processed on an overnight 
service basis and delivered by air 
to your desk the next day 


For further information send 


the coupon below to 


Brightype service 


401 N. COLLEGE + INDIANAPOLIS 


Please send me samples 
and prices of Brightype 
work. I’m interested in 

deep etch offset 


engraving negatives 


20 « co * March 1959 





Hou 


i SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


New System Aids Sticky 
Rubber Cement Problem 


In making some complicated lay- 
outs, it is often desirable to per- 
manently cement work in place. 
This is done by coating both surfaces 
with rubber cement, allowing both 
to dry and then placing one in con- 
tact with the other. 

The difficulty is that once the two 
surfaces have touched, it is very 
hard to separate them again in case 
the components are not in just the 
perfect position. 

We solved it this way. Dried ce- 
ment is not tacky and will not stick 
to plain paper. We covered almost 
all of the layout except for a tiny 
corner with a plain piece of paper 
and then slid the artwork into po- 
sition on top of the clean paper. 

The art is pressed down at the 
one exposed point and adheres firm- 
ly for inspection. If it passes, the pa- 
per can be slipped out from under 
the rest of the art and then pressed 
in place. If it needs adjustment, it 
isn’t hard to handle and move about 
till the position is just right. 

Gerorce H. SAMPSON 

Sales Manager, Winthrop-Atkins 

Co., Middleboro, Mass. 


Reader Reference Eased 
Via Novel Master Sheet 


We were asked to come up with an 
idea for a master sheet of reference 
material for before-and-after photos 
used in a book describing an in- 
volved project. 

Trouble was, if we placed the 
sheet at the point where the photos 
began, the reader had to keep leafing 
back to the information on the photo 
he had just seen, and a loose fly 
sheet the reader could take with him 
on his journey through the book 
wouldn’t be much good once it was 
lost. 

Our solution was a double-length 
sheet folded down from the top and 
printed on the inverted side. This 


enabled the reader to open it up and 
have all the photo information in 
plain sight just to the upper left of 
the rest of the book as he leafed 
through. We had the sheet placed at 
the beginning of the photo section 
with instructions for using it. 
Incidentally, the department re- 
ports it’s just the thing they needed. 
JESS WILLOUGHBY 
Asst. Advertising Manager, The 
Carey Salt Co., Hutchinson, Kan. 


Photengraver’s Trips Cut 
To Save Production Time 


After photographing a magazine, 
book or booklet in a halftone, it is 
usually desirable to place an outline 
around it and pages to give it depth 
and to set it off from the back- 
ground. 

Ordinarily this requires having 
the piece photographed first and 
then drawing the outline and pages 
on the photograph. This means a de- 
lay in time because the piece must 
go to the photoengravers twice. 

Instead, one should try to de- 
termine the reduction or enlarge- 
ment of the piece with a scale and 
then draw the outline and pages on 
a separate board. Then send the 
outline along with the photo to the 
photoengraver who can strip in the 
halftone photo to the outline and 
pages. 

Earu F. Hintz 

Artist, Davidson Publishing Co., 

Duluth, Minn. 


Tape Hinge Device 
Makes Stamping Easy 


We use a lot of metal in our retail 
hardware ad department. The zincs 
have to be stamped into position in 
our ad proofs from the local news- 
paper. 

After I was finished, I usually 
had stamp pad ink all over my 
hands at the end of the day. The 
solution to this messy probl m 





FAMOUS LAST WORDS (No. 7) 


WANT TO EMPHASIZE THIG, THIS, THIS.” 


When an exhibit tries to tell everything, 
it often tells nothing! 


For maximum impact, your exhibit should have a 
single dominant theme, with other elements playing 
a secondary but related role—just like any good story. 

If your exhibit is crammed with many ideas, each 
treated with equal importance, the chances are you'll 
do justice to none. Part of our service at GRS&W is 
helping the client develop a theme and formulate the 
story he wishes to tell. 


Then by using effective design, and a combination 


DID YOU KNOW .. 


of arresting colors, dramatic lighting effects, sound, 
motion, and other selling forces, we bring the sales 
story vividly to life in the form of an imaginative 
sales producing exhibit. 

If you want better ideas, better visualization of your 
sales story through exhibits, we suggest you call us. 
An experienced, creative-minded GRS&W account 
executive will be happy to discuss your exhibit prob- 
lem with you. 


. that now you can really “sound off” at Trade Shows by using a unique 


GRS&W Controlled Sound System which limits the sound-carry to the confines of the booth. 


Cs Fe Se 


exhibits and 
displays 


& VV 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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Next Month in 


To Sell Swimsuits 


You Have to 


Show Them Off! 


Rose Marie Reid, California swimsuit maker, stages 
capsule fashion shows all over the country to build 


enthusiasm among sales women in retail stores. 


As a salute to the meeting 
and exhibit of the Point-of- 
Purchase Advertising Insti- 
tute, in Chicago. AR pre- 
sents a double-barreled 
feature: “How Bristol-Myers 
Buys a P.O.P. Unit” backed 
up with a picture album of 
successful p.o.p. displays. 


% Printing the Big Three Mail Order Catalogs 
+ How to Behave at a Press Conference 


% How Should You Budget for Design? 
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proved to be a piece of cellophane 
tape made into a sort of hinge on 
the back of the zinc, as illustrated. 
This enabled me to work without 
getting dirty and gave me faster, 
better stamping impressions since 
I was now pressing directly from 
the back of the zinc. 
FRANK A. RITTER 
Asst. Advertising Manager, Build- 
ers Emporium, Van Nuys, Cal 


Repunching Saves Day 
For Catalog Binding 


A rerun of 5,000 eight-page cata- 
logs was received from our printer 
with the three holes punched 1%” 
off-center. When it was inserted in- 
to the loose-leaf binder, it pro- 
truded a good deal above the bind- 
ers cover. 

We couldn’t easily wait the re- 
quired time for reprinting and re- 
punching, since the catalogs were 
scheduled for distribution at an im- 
minent trade show. Yet neither 
could we release them in this condi- 
tion since a good deal of the catalog 
now protruded above the binder 
cover. 

We solved the binder-fit problem 
by re-punching the catalogs with 
the holes in the proper position, but 
the extra set of holes was a dead 
giveaway as to the original mistake 

At this point I suggested we add 
a feeling of balance to the eight- 
page sets by punching one more set 
of three holes — thus giving a total 
of nine. We now had position and 
balanced appearance of the holes 
The balance of eight-page catalogs 
that were not put into a loose-leaf 
binder were sent out separately and 
the extra holes had the added ad- 
vantage of enabling the catalogs to 
be placed in a variety of binder- 
sizes. 

RAYMOND O’BrIEN 

Public Relations Dept., Cooper 

Alloy Corp., Hillside, N. J. 
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Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


MARCH 


1-4... Natl. Electric Sign Assn., Morri- 


& 


son, Chicago 


6-8 .. Gravure Technical Assn. 
Drake, Chicago 

6-12 ... Natl. Gr iph c Arts Assn., 
York City 

9-11 . \ u onal Pape r Trade 
Spring Paper Show, Waldorf, New ) 
10-11 Canadian Natl. Packaging 
Conference, King Edward, Toronto 
15-19 Vatl. Assn. of Broadcaster 
Conrad Hilton, Chicago 

19-27 ... Master Photo Finishers & 

{ssn Auditorium, Philadelphia 
20-23 ... Advertising Specialty Vatl 
{ssn., Spring Meetings and Show, Palmer 
House, Chicago 
23-26 . Folding Paper Box Assn 
{merica, Drake, Chicago 
24-26 Point-of-Purchase {dvertisir 
Institute, Palmer House, Chicago 
30-April 1 . Advertisir 
Show, Biltmore, New York 


APRIL 


1-2 ... New York Art Dire 

Visual Communications Conference, 
dorf-Astoria, New York 

1-3... Sales Promotion Exe 

Roosevelt, Ne Ww York 

1-3... National Paper Trade 
Waldorf-Astoria, New York 

1-4... American Film Festival, Educa- 
tional Film Library Assn., New York 

4-13 . . . Lyons International Trade Fair, 
Lyons, France 

6-9 ... Natl. Premium Buvers f rposition 
and Conference, Navy Pier, ( hicago 
8-10 . {merican Assn. of Industrial 
Editors, University of Svracuse, New York 
13-14 Electrotvpers & Stereotypers 
ng Technic al Conterence & Exhib 
tion, Royal York, Toro 

13-16... Natl. Packaging Show, Amer- 
ican Management Assn., International 
Amphitheatre, Chicago 

13-16 Lithographers & Printers Na 
tional Assn. Inc., The Greenbrier, White 
Sulphur Springs, W. Va 


Spr 


MAY 


4-8 ; Society of Motion Picture & Th 
Engineers, Fontainebleu, Miami Beach, Fla 
6-8 ... American Public Relations Assn 

Diplomat, Hollywood Beach, Fla 

18-20 ... Research & Engineering Coun- 
cil of the Graphic Arts Industry, Sheraton- 
McAlpin, New York 


The quality of halftone reproduc- 
tion is a pleasant surprise... 


with 
THOR crs 


You can pay more tor offset 


cant buy better qu 


= 

i THOR! Outstandis 
a opacity, flatness Write for free 
hig 


¢> name { nearest distrit 


BercstTrRom 


PAPER COMPANY * NEENAH, WISCONSIN 


FOUNDED 1904 


c The 
INTERNATIONAL- 


WATTIER 
Process 


... The Improved Gravure Engraving Method... 


PROVIDES NEW ADVANTAGES 


IN THE ART OF GRAVURE ENGRAVING 
that add up to 


BETTER 
COLOR REPRODUCTION 


Ask us to give you complete details! 


GV 
nlernatenafl 
- 


Gro et de Su ; 


480 Lexington Ave 
SUPERTONE, i} tom uae YORK 17. N.Y 


one; YUkon 6-4174 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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ADVERTISERS 
ONTHE 


FILMOTYPE 
pho lllouing 


= 


*Certainly agencies and studios, too, as grow- 
ing sales records prove 


Filmotype is “the” means to a desirable 
nd profitable business-building! 
It's remarkably easy to produce highest 
Dro proofs right from the 
y machine. Actually invites yout 
out department to be as creative and 
eye-catching as desired. Whatever the 
situation, Filmotype quickly supplies the 
typography and lettering called for 
Quality and readership go up your 
costs go down! See what we mean 
have a Filmotype demonstration in 
your own office 


it's an education 

@ Unlimited type selection! The right alphabet 
available for any approach 

@ Easy (and fun) to operate anyone 

becomes an expert after brief instruction, 


@ Low cost "Poys-for-itself” plan mokes 
Filmotype easy to own 


USE THIS COUPON Seeing the Filmotype 
Operate deserves priority consideration if it's 
quality and economy you're after. 


ee ee ee ee ee ae 


FILMOTYPE 7500 McCormick Bivd., ' 


i Skokie, lil Dept. AR | 
| 


Cc Hove the Filmotype representative make 


GN appointment in my own office for a 


demonstration 


— Address 
{a City 


Send me further information about the 
Filmotype Photo Lettering Machine 


ramen SORE 


eet AD aie Us Snes Anish Uy ae incase 
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READERS Wi 


Tips on Magnesium 


I understand that your September 
1957 issue contained two articles on 
magnesium printing plates. Could 
you send me a copy of this issue? 

Rosert J. FRANKLIN 

Advertising Director, Dant Dis- 

tillers Co., New York 


(Tearsheets to the rescue 


. Ed.) 


Avid Readers 


® You may be interested to know 
that your follow 
your “How I Solved It’ columns 


with interest. 


readers surely 


Even before my copy of the Jan- 
uary issue arrived in the mails I re- 
ceived two requests for further in- 
formation from some _ of your 
readers. 

Leo LESLIE 

Advertising Manager, Wellco 

Shoe Corp., Waynesville, N. C 


Domestic or Foreign 


e In your January issue I feel you 
have not used the best taste in edi- 
torial selection and have not lived 
up to your ethical responsibility. 
Your article “Sending Mail from 
Europe” is the sort of article which 
does nobody—neither the German 
printers nor the American printers 
any good. 

It's not that what the author says 
is not true, but the entire article is 
based on “cheapness.” Admittedly 
the printers in this country are 
better paid, but the standards of the 
German printing industries and 
their wages are on the rise. I speak 
from first-hand experience because 
we have had some work done in 
Western 
customers of ours. 


Germany for American 
Needless to say, this sort of article 
won't do much to take business 
away from American printers, be- 
cause most buyers are not interested 
in cheapness or bargains. They are 
interested in quality and returns per 
dollar invested. 
Water T. TOWER JR. 
General Manager, Fine Impres- 
sions Inc., Brookline, Mass. 


(We are afraid that Mr. Tower, in 
the letter excerpted above, has mis- 


understood our position. Our pur- 
pose was not to emphasize the 
cheapness of German production 
methods, but rather the greater im- 
pact that some advertisers are re- 
ceiving from campaigns produced 
and mailed overseas. We have had, 
in our mail, considerable interest 
in this kind of operation, and we 
felt it important to report on this 
technique, both its advantages and 
its problems. 

ADVERTISING REQUIREMENTS is 
edited in the interests of its readers, 
who are the principal advertisers 
and advertising agencies of the 
country. While we are constantly 
aware of the interests of American 
producers and suppliers, we find 
it necessary to consider first the in- 
terests of the readers on whom 
both we and our advertisers de- 


pend. . . Ed.) 


Say, have you boys ever thought of 
packaging this stuff? 


Cartoon for Packers 


® Found the cartoon (see cut) from 
your May, 1958, issue most amusing. 
I feel our employes would enjoy it 
equally if given the chance to see it. 
May we have permission to re- 
print it (with credit line, of course) 
in our house organ Stouffer News? 
ANN LOPANE 
Stouffer News Office, The Stouffer 
Corp., Cleveland 


(Permission granted, but we're 
going to watch out for Stouffer's 
new labels for a while ... Ed.) 





Overseas Purchaser 


e You will be interested to know 
that my staff reads through every 
issue of ADVERTISING REQUIREMENTS. 
Recently we were able to make use 
of an advertised item which we 
bought through the advertiser’s 
London agents. 

There is nothing quite like AR 
in this country. We find it full of 
ideas and very practical. 

R. S. Lyons 

George Newnes Ltd., Publishers, 

Essex, England 


ANT fe 


UE 


ee 


Imprinted Kites 


© Could you tell me the name of 
any firm that makes kites suitable 
for imprinting? Client wants to give 
them away to kids during a forth- 
coming promotion, but no _ kite- 
maker can he find. 
Ropert E. JONES 
Copywriter, F. P. Walther Jr. & 
Associates, Boston 
(Three kite-makers can we find in 
our files, whose names were sent to 


Mr. Jones. . . Ed.) 


Bingo Cardholder 


One of our clients needs a metal 
container, complete with brackets, 
which can be attached to a gasoline 
station island light stanchion, and 
which will hold 9x6” 
bingo cards. 

We would need about 50 of these, 
weather resistant and suitable for 
outdoor application. 

Dwicut W. JOHNSON 

Account Executive, The Jaqua 

Co., Grand Rapids, Mich. 

(List of three 
sent out... Ed.) 


newspring 


possible suppliers 


Novelty Ash Trays 


e Can you give me the names and 
addresses of firms which manufac- 
ture ash trays in novelty shapes, 
such as miniature frying pans, coal 
scuttles, and the like? 

ArTHUR HALLAM 
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LOOKING 


FOR 


UNUSUAL 


mh te 


PAPERS 


To Spark Your Sales Message and Products? 


‘sc. 


Here are just a few of the 
PROFITABLE 
specialty items that 
HAMPDEN makes: 


PHOTOMOUNT STOCK 
CHECK-BOOK COVER STOCK 
X-RAY FILM PACKAGING PAPER 
GREETING CARD PAPERS 
SPECIAL COVERS 


* 


Coated and Laminated 
Special Embossing 
and Decorations 


FOIL, LAMINATED TO 
PAPER COVER STOCKS 
AND BOARDS, HUNDREDS 
OF APPLICATIONS 


* 


SPECIAL LABEL PAPERS 
PAPER FOR 
ADVERTISING NOVELTIES 
OF ALL KINDS 


* 


TABLE MAT BASE PAPERS 
DESK CALENDAR STOCK 
PAPER FOR 
PARTY HATS AND FAVORS 
ALBUM PAPER STOCK 
MATCH COVER STOCK 


* 


Plus unlimited color and 
embossing possibilities in: 


LAMINATED WATERPROOF PAPERS 
LEATHERETTE PAPERS 
SUEDE OR MAT FINISHED PAPERS 
FLINT PAPERS 
FOIL, METALLIC COMBINATIONS 
FANCY LAMINATED PAPERS 





GLAZED PAPER 
HOLYOKE © 


Hampden has over 500 


Specialty Papers to choose from. 


COVER PAPERS 


that will dress your catalogs 
— plus flexibility, durability 
and unusual appearance. 


SPECIALTY PAPERS 


that will give your packages 
plus sales value. Decorative, 
Soil Resistant, Duotone and 
Embossed. 


FOIL PAPERS 


laminated to any base paper 
required . . . Plain, Decora- 
tive, Embossed for greater 
appeal. 
“a - 
In fact, the HAMPDEN line includes 
everything from X-ray Laminated 
Papers to Fancy Embossed Board; from 
colorful Decorative Papers to Soil Re- 
sistant Covers; from Laminated Foils to 
Jewelry Mount Board. 


Ask your paper merchant to let you see 
his complete portfolio of HAMPDEN 
Specialty Papers ...In the meantime let 
us send you working samples of the grades 
you are interested in, 


and CARD CO., Inc. 
MASSACHUSETTS 


. * Consult Telephone Directory 
Sales Research Service, Pomona, 


Cal. SALES OFFICES Chicago, Ill. © Dallas, Texas ¢ New York,N.Y. © Columbus, Ohio © Philadelphia, Pa. 


San Francisco, Calif. ¢ Los Angeles, Calif. ¢ Seattle, Wash. © Toronto, Canada 
(A list of six suppliers sent to Mr. 


Hallam ... Ed.) 
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Dramatic Showmanshif~e 


THE HOLLYWOOD WAY 


ogo 
DISPLAY DRAPES 
Ue e ATU 


These magnificent, modern Logo 
Drapes are the perfect prestige 
way to fix your name or trademark 
firmly in the viewers’ memories — 


UNOBTRUSIVELY YET INDELIBLY! 


Amazingly low in cost 
flexible 


need for professional display men 


extremely 


versatile eliminate 


AMONG OUR SATISFIED 
CUSTOMERS ARE THESE 
FAMOUS NAMES 


WESTINGHOUSE BORG-WARNER 
GENERAL ELECTRIC HOOVER 

RCA JOHNS-MANVILLE 
STUDEBAKER Pee 

U.S. TIRE GIBSON 

MERCK DRUG WHIRLPOOL 
PHILCO AND LOTS MORE 


Send for FREE sketch of your name 
or trademark in fabric design. No 
obligation. Also FREE colorful idea 
booklet on logo drape displays 


CONVENTIONS 
TV BACKDROPS 


STORE SHOWROOMS 
AND WINDOW DISPLAYS 


Feel 
eel 
EET ome 
a. ot edieeinaadl 

: ceeds 
ited nmmemeteen oll 


D 2 owen Ba. Soret 


SCHOOLS AND 
DEMONSTRATIONS 


HOLLYWOOD BANNERS logo Drape Dept. 


ee Ma em ey a CM li 


OEMs ime yi ee ° 


LECTRONICALLY WEL 
VIRGIN VINYL 


ZIPPER | 
“BRIEFCASE” 
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New York 16, N. Y. ° 


TELEPHONE: OR 9-4790 


AMERICAN THERMOPLASTIC CO, 
425 Ist Ave., Pittsburgh 19, Pa. 


end my free briefcase 


ede greene tane brown 


Iso enter my order for 


to 


to enter 


Printing 

Sponsored by 

) psilanti, Mich. 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 


Peninsular Paper Co 


Entries may be sub 


Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards 
Closes last day of each month 


Business Paper Editorials 
2Ist Annual, sponsored by Indust 
Marketing, 200 E. Illinois St., Chicago 
II. Open to all business publications 
uublished in the past year. All entries 
will be judged in one of five different 
classifications, in each of three n 
Fifteen First Award metal 
plaques and 30 or more Certificates of 
Merit will be awarded for outstanding 


at 


1ajor 
zroups. 


editorial achievement. 


Closes March 16, 1959 


Industrial Campaigns 
Sponsored by Natl. Industrial Adver 
{ssn.. 271 Madison A Vew York 
Open to advertiser or agency for a 
paign which has been successful in 
ing the marketing of goods or servi 
business or industry 


Closes March 31, 1959 


ASNA Awards 


Sponsored by Advertising Specialty 


{ssn., 1145 19th St., NW, Washington 6 
Ralph Thomas, Executive Director Oper 
to all those who use advertising special 
ties and calendars in advertising, me 
chandising or public relations activities 
also to anyone who buys, sells or uses 
them for a business purpose. Cash prizes 
are given for the most productive uses 


Closes June 1, 1959 


Electric Fan Display 

Sponsored by National Electrical 

facturers {ssr 155 FE 14th 

York 17. Open to all who display o1 

electric fans. The display must feature 
electric fans exclusively, and must in 
clude a pennant. It must remain for at 
least a period of one week, and must 
have been installed after April 15 and 
before June 15 


Closes June 30, 1959 


Car Card Awards 
Sponsored by Natl. Assn. of Transporta 
tion Advertising Inc., 10 E. 43rd St 
Veu York 17. Monthly competition open 
to advertisers, agencies and graphic arts 
leaders for best car card of the month 
Winning entry will be picked from a dif 
ferent city each month from among car 
cards submitted by NATA members 
agencies and advertisers throughout the 
country. Best of monthly winners will re 
ceive award for the outstanding car ecard 
of the vear. 


Closes monthly 





METAL 


pombe, SIGNS 


OF MODERN 
CREATIVE DESIGN 
ae? DELIVER 
JUNE, 1959 TREMENDOUS —_ a — , 
J 7 SALES IMPACT Silk screened in 9 transparent colors over entire 50 ft. of 


‘Scotchlited’ surface for advertising night and day. This 
National Circus Week ... sponsored by | ATA 5 ft. x 10 ft. Highway Sign is a real stopper! 
Clown Club of America, Ray Bickford, 


River Rd., Bernardston, Mass. | LOWER COST 


June 1-8 : 
Homemakers Forum . . sponsored by | than any other medium! 


Mrs. Homemaker’s Forum, 527 Madison | ada Las 
Av.. New York 22 | For low cost selling, no medium excels these f* i 
ae ban metal Roadside and Point-of-Purchase Signs EDDE 
| produced the attractive GRACE way. They're 
National Ragweed Control Month ... | . 


7 ‘ Poll , tops for high readership, advertising wallop 
sponsorec ry ir Pollution ontro and night and day attention value. Silk- ots, D ; 
League of Greater Cincinnati, 2901 screened in GRACE long-lasting paint Te eo as 


Union Central Bldg., Cincinnati 2 enamels on aluminum or steel... plain or 


reflectorized as you desire. Use our modern i e 
Plavdavy USA Time . . sponsored by creative désigning service. It's FREE. These 12” x 30” Baked Enamel Signs are important 
The Aluminum Co. of America and The REMINDERS at the sales point. They insure 


Sworting Ces ds Dealer. 2018 Washine- YOUR CLIENT’S BEST BUY ARE REPETITION ... repetition of your product name! 


ton Av., St. Louis 3 


Vational Recreation Month . . spon G RACE 
sored bv Natl. Recreation Assn.. Public \ SIGNS. OVER 40 YEARS OF KNOW-HOW 


Information and Education, 8 W. Eighth 


St.. New York 11 Send for The 


- \\ SIGN & MFG. CO. 
Portable Radio Month sponsored by ZA RACE Catalog 3601 S. SECOND ST. 
Natl. Carbon Co., 30 E. 42nd St., New : in Full Color ST. LOUIS 18, MO. 
York 17 


June 4 
Old Maid’s Day . . . sponsored by Miss 
Marion Richards, 54 W. Basin St., Nor- 
ristown, Pa 

June 6-13 
Let's Play Golf . sponsored by The 
Sporting Goods Dealer, 2018 Washington 
Av., St. Louis 3 

June 8 
Race Amity Day . .. sponsored by Natl. 
Baha’i Assembly, 536 Sheridan Rd., Wil 
mette, III 

June 14 
Flag Day . . . (Presidential 


tion) 


National Expectant Fathers’ Day . ‘ OC ess 
sponsored by Expectant Fathers Day 


Committee, 527 Madison Av., New York 
June 18-27 


National Mayonnaise and Salad Dress i ate = 

ing Week . . . sponsored by Mayonnaise 

and Salad Dressing Mfrs. Assn. Ine., a 8 @ 
332 S. Michigan Av., Chicago 4 

June 21 


Fathers Day . sponsored by Natl 
Father’s Day Committee, 50 E. 42nd 


St., New York 17 A NORTHWESTERN 


June 21-27 


iitenat ie: eek. «gum SPECIALTY 
by Society for the Revival and Preserva wi 
2a > 


Proclama 


tion of the Pun as a Form of Humor, 
Sox 835, Grand Central Station, New 


York 17 


ee 4-2) NORTHWESTERN 


ek sponsored 
by The Bow Tie Club [td. 2.0. Box Wi) PHOTO ENGRAVING CO. 
1194, Chureh St. Station, New York 8 ELLs 


328 S. JEFFERSON ST., CHICAGO 6, ILL. 
June 27-July 5 COMPANY 


Vational Safe Boating Week . spon- | ST ate 2-3939 


sored by U.S. Coast Guard Auxiliary, 


U.S. Coast Guard Headquarters, 1300 
E St. NW, W ishington 


24 hour a day service on quality black and white plates. 
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TYPE 


is the face you turn 
to the public 


2ssage nas on 


qa 
OUUCL, 


It pays to set 
Executive Offices: 461 Eighth Avenue, New ty type right 


it me To Set Type Right At: Akron, Ohio, The Akror pesetting C Atlanta, Georgia, H 
McArthu pa / Baltimore, Maryland, The Maran f ting Company / Boston, Massachusetts, 
: H G. McMennamin, Machine Con tion ( Buffalo, New York, 
Chicago, Illinois, J. M. Bundscho, Inc., The Faitt Corp., Hayes-Lochner, 
t f Ryde Cincinnati, Ohio, The J. W. Ford Company / Cleveland, 
ae k-Barner-Hayd | tar y Ty ting Co., | Columbus, 
_ tr Dallas, Texas, Jaggars-Ct tovall, Ir Dayton, Ohio, 
ipt Denver, Colorado, The A. B. H hfeld Press, Hofl i hn T 
| Detroit, Michigan, A 1-Pow Inc., The Tt P. Henry C 
Indianapolis, Indiana, T yrar Kalamazoo, Michigan, 
Los Angeles, California, Adty é Co., Ir Milwaukee, Wisconsin, 


apolis, Minnesota, Duragraph, I: New York, ries York, 


AAal 


Typography, , Kurt H. V f Newark, New 


Jersey, Barton Pri William Pat Pittsburgh, Pennsylvania, Davis & Warde Ir Philadel- 


phia, Pennsylvania, Walt T. Armstrong, | _ Alfred J. Jordan. | 
Typograr V Portland, Oregon, Pau! O pie y, Adcraft Rochester, New York, 
Rochester Monotype mposit ( St. Louis, Missouri, Warw Typographers, Ir Seattle, 
Washington, Frank McCaffrey / Toronto, Canada, Cooper & Beatt 
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oS Advertising Requirements 


To celebrate the opening of a new plant, 

La Choy Food Products turned its home town 
into Chinatown, and had a successful 
community-wide party 


By Edward M. Muldoon 
Manager, LaChoy Food Product 


Archbold. Ohi 


Subsequent comment and corre- Neel, plant superintendent, Bill Mc- 
spondence from our guests, both Carthy, sales manager, and myself 
from the community and all over Now we were ready to select a 

Through the enchantment of the nation, confirmed that we had theme, plan the program around it 
imagination, decoration and procla- attained our sole purpose—to ex- and choose a date. For this we en- 
mation, Archbold, Ohio (population press and build goodwill among our listed the ideas and suggestions of 
2.200) was transformed for one day neighbors, employes, customers, our public relations representatives, 
in mid-September into “Chinatown, suppliers and the general public Lawrence H. Selz Orgn. Inc., Chi- 
a a cago, and our advertising agency, 
ful days in the history of LaChoy » Actually, “producing” the open ae mae, 7 the idea for a 
Food Products as well as our home house required more perspiration “Chinatown,  S. A. evolved = 
town of Archbold and the growing than prestidigitation. of a series of “brainstorming” ses- 
Chinese foods industry. For “Chinatown, U. S. A.,” like ee os 

i weseiinan ‘aux da “Open Rome, wasn’t built in a day ol We contacted Ted Brown, Ohio 
House” in observance of the com- by one person secretary of state, to learn if it 
pletion of LaChoy’s multi-million A group of 75 people, working in would be legal to rechristen Arch- 
dollar plant expansion program. At teams, spent more than 14 months bold 7 Chinatown, U. § A. er one 
the end of the day, the attendance in planning and preparing for the ony _ ae ps bererred to 
report showed that more than 6,000 special day. Our employes, neigh- Gov C. William O'Neill who in- 
guests had visited our plant in a bors, customers and suppliers all formed us that this could be done 
nine-hour period, and more than made major contributions by official proclamation. The procla- 
99600 souvenirs had been distrib- mation was prepared and signed by 
hail > After approval of the idea of an Governor O Neill in Columbus and 

The turnout was twice our ex- open house by William G. Karnes, a picuure 0 the ceremony was taken 
pectations and almost three times president, Beatrice Foods Co., of for promouen purposes 
as large as the population of Arch- which LaChoy is a division, and Another proclamation decreeing 
bold. Mayor Joseph Dominique re- George A. Gardella, vice-president the special day was issued by Mayor 
ported that this was the largest and director, we were able to take Dominique 
gathering in the history of the com- our first step. This was to form a 
munity. planning committee made up of Ed >» Now we had the foundation upon 
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which to build our program. After 
that came the promotional details. 
Many adopted 
Others, like these, we rejected: 


suggestions we 


©e A Chinese New Year's type par- 
ade: Cost of obtaining Chinese lions 
(We learned they’re called lions, 
not dragons), rickshaws and re- 
lated materials proved too expen- 
sive. Fireworks were ruled out as 
a source of possible accident 


© Tong affiliation 
ligious in form and we did not want 
to do anything that would offend 
our friends of Chinese ancestry. 


Tongs are re- 


© Kite flying and other contests 
We planned to hold the open house 
in the fall when the weather in 
Northwest Ohio is unreliable. An 
added problem was the difficulty of 
insuring that everyone who wished 
to participate could do so. 


® Visiting Chinese dignitaries: This 
did not seem logical, especially since 
no one of Oriental descent is affili- 
ated with LaChoy. Again we sought 
to avoid anything that would be 
at all objectionable to any one 


@ Special cocktail parties: In de- 
ference to Archbold, which is lo- 
cated in a Mennonite community, 
we decided not to serve alcoholic 
beverages of any kind 


@ Special ice cream and imprinted 
napkins: The quantities we needed 
were not large enough to warrant 
special orders 


>In the process of deciding what 
we couldn’t do, we arrived at de- 
cisions on the final arrangements 
with one target clearly defined, and 
we named the date with all the 
care of a bride-to-be. We set a 
positive and firm date four months 
in advance so that we could make 
allowances for any delays in the 
completion of the expansion pro- 
gram (we had ’em), and to permit 
a complete refurbishing of the plant 
and grounds 

We discarded plans for holding 
part of the open house as a Chinese 
garden lawn party for fear of rain. 
(It rained all of the day before, the 
morning of our open house and all 
the next day. But the sun smiled 
on us during the actual open house.) 

We wanted to show the plant in 
full operation. Therefore, we reset 
our working day to run from 12 
noon until 9 pm to coincide with 
the time period for the open house 

At the same time, we set up ten 
special committees and _ allocated 
specific assignments. These were: 
® Greeting and reception 
e Registration of guests 
® Decorations 
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the author (right) ar 
Beatrice Food president 
William G. Karne 

ck the noodles a 

ome off th 
during the 

celebration 


caps line up f 


the plant. Refreshments 


from the pagoda 


e Plant operations 

@® Luncheon and buffet dinner for 
out-of-town guests 
Purchasing 
Village decorations 
Press and guest arrangements 
Plant tours 


This committee system enabled 
everyone to concentrate his efforts 
on a specific phase of the entire pro- 
gram, keeping in mind that every- 
thing was to be keyed to the China- 
town theme. 


> Obtaining the appropriate mate- 
rials for refreshments, 
decorations and costumes was not as 
difficult as it might seem. In many 


cases we used materials at hand o1 


souvenirs, 


employed in continuing promotions 
In other instances ou 
helpful. 


effected arrangements: 


suppliers 


were Here’s how we 


Decorations . . Chinese lanterns in 


two sizes were used to decorate the 
streets and stores in Archbold as 
well as the main entrance to the 
plant and the reception center. We 
use these lanterns the year around 
for promotions in stores all over the 
country. We had a normal inventory 
of 10,000 medium-size lanterns, 
2,000 large ones, and 10,000 parasols 
These were purchased from Robert 
M. F. Gee, Sam Ward Co., Los 
Angeles, Cal., as were the coolie 
hats for decoration and souvenirs. 

The distinctive LaChoy mechani- 
cal clowns and dolls we use in stores 
and in the plant also were in stock, 
as were, of course, the cans of chop 
suey. Eldor Napoleon, 
Ohio, a top sign painter, designed 
slip-cover signs that were placed 
over all the village corporation 
signs, the lawn signs, and a pennant 
displayed over the main street di- 
recting traffic to the plant. 

A crew of two men from our staff 


Gathman, 





required two days to set up all the 
lights and decorations in town. The 
morning of the open house they 
checked all decorations and signs, 
rehanging those which had _ been 
blown down by the storm 

By generous use of crepe pape 
we transferred our new truck ship- 
ping room into a giant reception 
center. Signs in Chinese, Chinese 
gardens, flowers, a Chinese lion, 
Chinese settings and pennants added 
atmosphere. We built special ramps 
in the reception center to expedite 
traffic flow, and roped off sections 
with one huge door as the entrance 
and another on the other side as the 
exit to avoid confusion. 


Souvenirs .. Many of the supplies 


we use or have used in the past as 
premiums served as excellent sou- 
venirs. For example, we had offered 
“The Scarf of the Four Seasons” as 
a premlum a year ago, and this was 


Chow time at La Choy 
> than 6,000 visitor: 
risited the plant 


iring Chinatown U.S.A. day 


decided upon as a desirable gift fon 
the ladies. We obtained 10,000 from 
Personal Shopping Service, Chicago 

Chopsticks, which we use from 
time to time In restaurant promo- 
tions, were effective and appropriate 
souvenirs. We included a copy ol 
our 32-page recipe booklet, “The 
Art of Chinese Cookery” in every 
gift packet. We had plenty of these 
since we order these by the million 

We also distributed a_ special 
booklet detailing the history of La- 
Choy prepared by the Selz organ- 
ization. Since the _ initial printing 
was only 5,000, we ran out of these 

Owens-Illinois provided us with 
1,000 baby jars sealed with a “Chi- 
natown, U.S. A. Day, Sept. 16, 1958” 
tag and we distributed another of 
our premiums, Chinese scuffs from 
Hong Kong, until the supply was 
exhausted. Souvenirs were pack- 


aged in polyethylene bags. 


we stressed in 
all invitations that families were 
welcome—we provided giant La- 
Choy balloons purchased from Oak 
Rubber Co., Ravenna, Ohio. We or- 
dered 5,000, planning to inflate them 
with helium. Since helium was un- 
available because of government re- 


For the children 


strictions, we rented air machines 
to fill them and put them on sticks. 
We also ordered 5,000 jumbo-size 
LaChoy pencils as give-aways. A 
special corsage was presented to 
every one of our women employes 
and orchids to each lady guest. 


Refreshments . . Special bench ta- 
bles were set up along one wall of 
the reception center so that guests 
could relax. We rented four iron- 
framed stands used as refreshment 
booths for football 
games from neighboring towns and 
set them up in the center of the 
reception room. These were dec- 


homecoming 


orated with crepe paper and mo- 
biles. Dispensing machines for car- 
bonated beverages, milk (chocolate 
and white), coffee and tea also were 
rented. We served chop suey and 
chow mein noodles from electric 
roasters. We bought 2,000 doughnuts 
from our local baker and ultimately 
obtained another 1,000. 

The Meadow Gold Dairy in Arch- 
bold supplied us with 2,000 pre- 
formed individual servings of ice 
cream. We re-ordered twice, but 
truck could not get 
through the traffic to deliver. We 
had 12 women serving in the re- 


the second 


freshment booths and four in the 
souvenir booth inside the exit. 

From 11 am until 10 pm we served 
a continuous buffet for out-of-town 
guests at the State Dining Room, a 
special meeting place with kitchen 
facilities made available to us by 
the Peoples State Bank of Arch- 
bold. This was catered by the Home 
Restaurant of Archbold and super- 
vised by Dale Pape, our quality- 
control supervisor. More than 400 
persons were served, according to 
our ticket check. 


Invitations . . In appreciation of 
the encouragement and assistance 
we have received from the com- 
munity, we invited the entire town 
of Archbold to attend the open 
house in a full page ad in a special 
edition of the Archbold Buckeye, 
our local weekly paper. This was 
prepared by Maxon. 

In addition, hundreds of special 
invitations were sent to our friends, 
customers and suppliers all over the 
nation a month in advance of the 
date of the Open House. An 
addressed, stamped R.S.V.P. card 
was enclosed. Literally hundreds, 
from all over the nation including 
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Cooperative Merchant ypical of the 


teaturing Chinese ie ion is the 


Washington, D.C., 


Chicago, 


New York City, 
Philadelphia, Pittsburgh, 
Detroit, St. Louis, Indianapolis, Cin- 
cinnati, Los Angeles, Toledo, Cleve- 
land and Fort Wayne, accepted 

To those accepting we sent two 
mimeographed sheets. One was a 
map of the area with the highway 
routes to Archbold plainly marked. 
The other was a listing of airplane 
and train connections 

Although Archbold is on the main 
line of the New York Central be- 
tween New York and Chicago, it is 
not a regular stop. Gene Schnitkey, 
our traffic manager, made arrange- 
ments with the New York Central 
for special train stops 

We also provided car service from 
the Toledo airport 40 miles distant 

In addition, we reserved rooms 
in the Arch Motel, the Chief Motel 
Wauseon, and Joe's 
Rooming House for the convenience 


in nearby 


of guests wishing to stay overnight. 


Press and Publicity . . In rec- 
ognition of the “Day,” the Buckeye 
published a special 26-page edi- 
tion, largest in its 53-year history 
Co-publishers Orrin and Win Tay- 
lor began setting up for this special 
edition several months in advance 
The issue included congratulatory 
ads from friends, neighbors, sup- 
pliers and special stories. Most of 
the copy for the 16-page LaChoy 
section was prepared by the Selz 
Organization. Zinc plates were used 
for better photo- 
graphs. More than 1,000 extra copies 
printed and distributed as 
keepsakes. 


reproduction of 
were 


Advance stories and pictures an- 
nouncing the open house and in- 


vitations to attend were sent to 
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window f the 


mmunity cooperation its this display window 


Archbold Buckeye 


neighboring newspapers and_ the 
business press a month in advance 
of the event. A special press room 
was set up and a photographer en- 
gaged for the entire day to take 
pictures on request. In addition, a 
pictures taken and 
printed in advance was made avail- 


selection of 
able along with a special release 
and a historical review of LaChoy. 

Direct contacts were made with 
neighboring newspapers, radio and 
television stations, the state Asso- 
ciated Press and United Press In- 
ternational state and 
women’s editors of major newspa- 
Ohio. A 


along with special sets of pictures 


editors and 


pers throughout release 
was mailed to interested publica- 
tions and stations 


> It is important to note that we 
never could have carried through 
our open house plans without the 
endorsement of Archbold. We ap- 
peared before the board of control 
of the Commercial Club, which is 
akin to the Chamber of Commerce, 
and the Retail Merchants Assn. with 
our plan. These two groups ap- 
proved our program and volun- 
teered their services. Both pitched 
in to help, as did the Archbold Ro- 
tary Club membership. 

The merchants ordinarily close 
their stores on Tuesday afternoon 
But they decided to stay open, not 
to capitalize on additional business 
as much as to show visitors the ex- 
cellent downtown area and shopping 
facilities available in Archbold. Ra- 
dio spots announcing the open 
house were arranged on Station 
WONW, Defiance, and a member of 
our staff appeared for an interview 
on the station inviting every family 


in the area to attend the open house 

As a final check, we reviewed the 
entire program with our committees, 
our advertising agency and our pub- 
lic relations representative ten days 
before the open house. 

All fire and power facilities and 
machinery were tested thoroughly 
in advance. The plant sparkled un- 
der a new coat of paint. Lighting 
was stepped up to spotlight the fea- 
tures of our expanded plant. As a 
safety factor, all areas that might 
be the least bit 
roped off. We had a large supply of 


dangerous were 
hats and caps for guests to wear 
while touring the plant and take 
with them if they wished. We chose 
personnel familiar with our entire 
operation as guides for groups of 12 
or less for each tour and they went 
through a practice run. 


> We felt we had “covered every 
bet” in our preparations. But the 
open house turned out to be a sur- 
prise party for our entire organiza- 
tion as well as the village. 

The festivities began 
shortly before 
we had a steady stream of guests 
through the afternoon. By 4 pm 
than 1,000 had visited the 
plant. Then the rush began. Bus- 
loads of school children poured in 
A busload arrived from Fort Wayne, 
Ind. Visitors came nearby 
Bryan, Toledo, Wauseon, Mont- 
pelier, Defiance, West Unity and 
Stryker, Ohio, as well as Columbus 
and Cleveland. 

At one time more than 1,000 per- 
sons were lined up in family groups 
waiting to take the tours conducted 
at 10-minute intervals through the 
plant. State police arrived to help 
our crew of attendants direct traffic. 
Cars were backed up for 
miles in all directions into Archbold 
on the main highway leading to the 
plant. We still were operating at full 


calmly 


enough noon and 


more 


from 


several 


speed at 9 p.m. 

Meanwhile hundreds of congratu- 
latory wires and letters arrived, in- 
cluding a_ special hand-brushed 
message from Eng Wah, Mayor of 
New York City’s Chinatown. Gov- 
ernor O'Neill and Sen. John Bricker 
also extended congratulations as did 
executives of almost every majo! 
grocery and food firm in the nation 

Certainly every credit for what 
we considered a _ successful open 
house should go to our family of 
enthusiastic and hard-working em- 
ployes. It is especially gratify- 
ing to note that more than 6,000 
people went through our plant with- 
out incurring a single accident. Fur- 
ther, it was a high production day 
for us. 

It was a 110% achievement of 
which we are proud. 44 
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For a tough, colorful cover that won't 
show its age, choose Koverite 


COLOR-IMPREGNATED CLEAR THROUGH so the beauty lasts. 
That’s one of the reasons why Koverite—the sturdy 
leatherlike new cover material for books, presentations, 
and reports—helps keep presentations presentable. 

OTHER REASONS: Koverite comes in a handsome variety 
of roller-embossed grain textures as well as in a wide 
range of permanent colors. Koverite die-cuts cleanly, 
takes screen printing, stamping, and embossing ex- 
tremely well. Rich-looking, durable Koverite is a non- 


Tough to tear, ev Special corrugated container 5 


woven cellulose, saturated in latex, and coated with a 
special luster-giving preparation (pyroxy lin) that simu- 
lates the appearance of fine leather. 

THE RESULT: A handsome, rugged, water-resistant book 
cover material, available in a variety of permanent 
colors and grain textures. Sensibly low priced, too. A 
Koverite cover costs less to make and less to buy than 


one made of any comparable material that matches 
Koverite’s flawless quality 


KOVERITE 


Manufactured and Distributed by The Barash Company 


A DIVISION OF UNITED STATES PLYWOOD CORPORATION 
FREE KOVERITE SWATCH SAMPLER 


The Barash Company Dept. AR 3-59 
122 Fifth Avenue, New York 11, N. Y. 


Please send me my free Koverite swatch sampler 
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The same in 


Gravure quality today is the same in 
Manhattan or Maine 


of publications is no longer at the mercy 


and the printer 


of the map! 

Intaglio, more than two decades ago, 
brought finest quality and uniformity to 
gravure processing ...and it has since 
maintained and augmented standards. 

lhe pioneer servicer for the largest 
magazines and newspaper supplements, 
Intaglio has built reputation and stature 
by devising new and better techniques 
... developed much of its own advanced 
equipment . . . leads in research. Intaglio 
holds the original charter membership in 
Gravure Research, Inc! 

Our craftsmen work to the highest 
professional standards. They have the 
experience, skill, and patience to do the 


Manhattan or Maine! 


job right. With the costs of make-ready, 
paper, and space what they are, only the 
best processing is good enough! 

In gravure production, Intaglio takes 
over all responsibilities and headaches. 


We start with your art, layo 


...make color separations and full value 


ut, and Copy 


positives...and supply high fidelity proofs 
for the 


publication printer. 


approval and guidance of the 


Fivi hundred skilled craftsmen = in 
our four strategically located plants in 
New York, Chicago, Detroitand Cincinnati 
...€mean faster service and closer delivery. 


And we 


packages, labels. cartons, and wrappings 


process top quality vravure 
for the pac kaging trade. Our seven oflices 


are at vour service. Call Intaglio today! 


r Intaglio SELVICE coRPoRATION 


{merica’s First Gravure Servicers 


York, New York—731 Plymouth Court. Chicago 
Philadelphic 10 Hague Ave., Detr 
sco 1932 Hyperion {ve., Los l 
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The first of three articles 

takes you behind the scenes of 
Sears, Spiegel and Wards 

to show you how these catalogs 
are planned, designed 

and prepared for the printer. 


Order Catalogs 


By Robert B. Konikow 
AR Managing Edit 


The mail order catalog is one ol 
the phenomena of American mer- 
chandising. Both the volume and 
the variety of merchandise that is 
moved are a vivid testimony to the 
power of the printed page. Esti- 
mates are that catalog sales alone, 
in 1957, totaled approximately $1.5 
billion. To do this volume required 
an estimated 150 million catalogs 
from the mail-order houses of Chi- 
cago, center of this industry that 
blankets the country. 

To try to discover what magic 
or at least, what guiding principles 

produces this kind of results, AR 
has visited the Big Three of the 
mail order business: Sears, Roe- 
buck and Co., Montgomery, Ward 
& Co., Spiegel Inc. In all three great 
companies, executives told us how 
they operated and why they did 
things the way they did—with cer- 
tain reservations, of course, since 
this is one of the most highly com- 
petitive fields in the country. 


> This is the first of three reports 
on what we learned from these in- 
terviews. Since each of the three 
companies issues two general and 
six or so special catalogs a year, 
there is always some catalog ac- 
tivity going on at all times. Sched- 
ules overlap, there is constant pro- 
duction, and at any moment, you 
can find something at almost every 
stage of development 

One could easily write a book 


about catalog production, and _ in 
fact, the internal operating manuals 
at any of the houses, make up such 
a book. To bring this mass of data 
down to digestible size, in this ar- 
ticle we shall confine ourselves to 
the planning of a catalog, and to the 
work that goes on before a specific 
issue is turned over to produc- 
tion. Next month we shall discuss 
the printing and production prob- 
lems, while in May, we shall cover 
the mailing and distribution of the 
catalogs. We must remember, how- 
ever, that these three phases can- 
not be isolated from one anothe: 
No step can be taken in any one 
stage without its having its effect 
on the other two stages. 
> Basically, there isn’t an awful 
lot of difference among the three 
catalogs. This is understandable. In 
the first place, while each of the 
three companies has its own corpo- 
rate image, its own idea of its typi- 
cal customer, there are perhaps as 
many points of similarity as differ- 
ence. Much of the merchandise is 
comparable, and there is a good 
deal of overlap in customer popula- 
tion. Each of the companies has 
made surveys, the exact figures of 
which they are loath to release, 
showing how many families receive, 
or have access to, more than one 
catalog. One of the three, for ex- 
ample, figures that 40° of its cir- 
culation is overlapped. 

In addition, each company keeps 
a sharp eye on what the competi- 
tion is doing. As a matter of fact, 


as you walk through the catalog 
department of Company A, you will 
see as many copies of catalogs from 
Company B and Company C, as 
you will of its own output. The re- 
sult of all this was summed up by 
one executive who said, “Don’t take 
our differences too seriously. We're 
like a bunch of squirrels chasing 
each other around a tree. What we 
do this year, somebody will pick 
up for next year, and then we'll 
drop it, and pick it up again the 
following year.” 

It would be surprising if there 
were not a great many points ol 
similarity, and what follows applies 
to all three mail order houses, un- 
less specific exception is taken 


> The major effort, in all three, goes 
into the two general catalogs, issued 
twice a year. The Fall-Winter edi- 
tion, the larger of the two, comes 
out early in July; the Spring-Sum- 
mer edition, about the first of the 
year. In sheer bulk, Sears alternates 
with Wards for first place with only 
a few ounces separating the two 
The greater number of pages in 
Sears makes up for the smaller page 
size. Spiegel’s is almost two pounds 
lighter than either of the other two, 
and has fewer pages 

In addition to these, each issues 
a varying number of special cata- 
logs. Some of them, like those for 
the Winter sales, are now regular 
fixtures. While much smaller than 
the generals, these specials have 
greater circulation, since the special 
values they offer make them a use- 


March 1959 - aD ° 4) 





p PROPORTI »f\ fl ate) 


DENIMS im every size for 


SEARS DENIMS.. 


oy Mogers |! cous denim jrans 


2 ~ 2 


AM 


Parallel Pages 


the merc 


ful tool for winning new customers 
They are also, and this is no small 
consideration, less expensive to 


print and mail 


> The general catalogs, however, are 
the backbone of the mail order busi- 
and it is these monsters of the 
printing world that we shall look at 
carefully. The table, based on 
the 1959 Spring-Summe1 


more 


issues, 


IVE the key facts for easy 


com- 
parison 


In addition, two of the three com- 


panies issue multiple editions. Whilé 
Spiegel operates single 
Sears 


opera- 


from its 
Chicago, both 
and Ward’s have multi-city 
tions 


warehouse in 


Because merchandise empha- 
sis and prices vary trom branch to 


bran h, eat h sal S 


must be 
This 
Ward's issues nine dif- 
ferent editions and Sears, eleven 
A clue to the complexity of this 


phase of the operation may be ob- 
tained by 


area 


supplied a separate catalog. 


means that 


leafing through any of 
the general catalogs issued by these 
two Look at the 


very 


companies page 


numbers. In small type, you 
will see a combination of letters. On 
some pages, this will spell “ALL”; 
on others, the letter symbols indi- 
cate in which editions the page will 
be used. 


> Since the catalog is a merchan- 
dising tool, it is with the merchan- 
dising people that 


each catalog 
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denim 


is a staple 


profitable item, and at 


isn't much difference. From the left, Spie 


starts. Preliminary meetings are 
held within each department, about 
six months prior to the release of 
each general catalog. At this time, 
the buyer and his opposite numbe1 
from the sales promotion depart- 
ment decide on their section of the 
catalog. They make a presentation 
to top management, outlining their 
requirements in terms of total num- 
ber of pages, specifying how many 
in full They indicate 


estimated costs of the catalog pages 


color also 
they will use and sales expected to 
result. 

This is backed up with 
a layout sheet for each page in the 
department, which is called, vari- 
ously, a pin-up, a 
paste-up, or a 


request 


merchandise 


rough layout. But 


Comparing the Big Three 


Wards 
910 


Sears Spiegel 


pages 1422 528 


size 8x11" 9Y4x 9 5/16x 


135/16" 134%" 


4 Ibs 
4 oz 


weight 2 Ibs 


13 oz 


4 Ibs. 
11Y’% oz 


4-color 


348 732 


Figures based on 1959 Spring-Summer catalogs 


>} 


regardless of the name, the word 
“rough.” It is not 


a layout, but 


for this is really 
allocation 
of space for each item to be pre- 
sented. Where merchandise offered 


in a previous catalog is to be in- 


rather an 


cluded again, clips are put in posi- 
tion. New repre- 
sented by rough sketches or parts of 
manufacturers’ catalogs. The really 
essential information is the listing 
of the merchandise and its relative 
importance in the buyers’ minds. 
Top 


merchandise is 


weighs these 
requests, evaluates the estimates of 
each department, 
over-all budget, 
assignment of 


management 


determines the 
and adjusts the 
space. Sometimes 
more space, or more color, may be 
added to benefit 
whole, to make it more exciting or 
more fun to read, to increase the 
prestige of the company, rather than 
to benefit the individual department, 
or perhaps top management feels 
that one department has underesti- 
mated its potential sales. 


the catalog as a 


In addition, the over-all budget 
and the size of the whole catalog 
must be considered. Both Sears and 
Ward’s are reaching the physical 
limits of a catalog with some of 
their issues. Too big an issue might 
push them just over the line into 
a higher postage bracket. At other 
times, the decision might be to cut 
a few pages to get into the next 
lower bracket, or to add enough to 
get the catalog’s weight to the upper 
limit. 





Once this rough has been ap- 
proved, or revised until it obtains 
approval, the next step in all three 
houses is to get ready for the layout 
stage. A copywriter takes the spec- 
ifications and writes the promo- 
tional lines, the heads on each page 


> Spiegel sets up a departmental 
meeting on layout, at which are 
present the buyer and his corre- 
sponding merchandise manager, the 
advertising manager, the art direc- 
tor, the copy chief, and a repre- 
sentative of the art studio which 
handles all layouts for the com- 
pany. At this point, layout ideas 
are discussed, new approaches sug- 
gested, the art or photographic tech- 
nique determined, and any special 
copy requirements laid down. 

At Sears, the space allocation is 
handled without even a rough lay- 
out, but only an indication of the 
merchandise to be included and the 
relative space to be devoted to each 
The copywriter makes a rough lay- 
out with headlines, indications of 
illustrations, and space blocked out 
for copy. This is turned into a com- 
prehensive layout by the layout 


production catalog department, 


which does about 50’, of the pages 
itself and buys the rest from out- 
side studios and free lance design- 
ers 

At Ward's, the pin-ups are turned 
to a copywriter to block out the 
promotional themes and headlines 


Then the art department gets a 


comprehensive layout prepared 
About 85 


staff, the balance being bought out- 


is done by Ward’s own 


side 


The comprehensive must be ap- 
proved before it can pass into the 
production phase. In addition to the 
art director, both the merchandis- 
ing people and the catalog advertis- 
ing people must okay a layout. Once 
approved, it can move into finish 
Here the job flows simultaneously 
along two channels, one for copy 
and one for art 


> Copy is an internal function at 
all three companies, kb the me- 
chanics are somewhat different. At 
Spiegel, the layout 

statted, and prints go to both the 


approve d 


art and copy stages. The copy chiet 
indicates the pica measurements fon 
each block of copy, attaches speci- 
fication sheets for the items of mer- 
chandise to be covered, and assigns 
the layout to a copywrite) 

Type style had been set at earlie: 
meetings, at which a type plan fo 
the entire catalog had been drawn 
up. Typefaces had been assigned to 
each department for its head, sub- 
head, text, prices, etc. The depart- 
ments fall into six or so groups, each 
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of which will be given a consistent 
typographical treatment. Following 
this plan, the copywriter can write 
his copy so it will fit 

Copywriters at Ward’s use scaled 
paper, which makes copy-fitting al- 
most automatic. A single typeface 
is used throughout the book, in a 
limited number of sizes and weights, 
which makes copy-fitting a more 
straightforward effort 


> Sears has a Typographical Pro 
duction Department, which is re- 
sponsible for all type treatment. It 
takes the approved comprehensive, 
specifies the face and size to be 
used for each copy element, and 
prepares a set of copy sheets. There 
are a series of these sheets, one fo 
each typeface and size used in the 
catalog, and adjusted to the pica 
typewriters used throughout — the 
copy department. Red lines art 


s for 


TE-UP SHEET 


7 
. 


ad 


4 


drawn on these sheets to mark the 
boundaries. The copywriter must 
type his copy within the specified 
blocks. He does not need to count 
characters or specify type 

Among the typefaces used, Stymie 
is a favorite for text. Ward's uses it 
almost exclusive ly and Spiege ls for 
everything except some of the heavy 
goods, like automobile accessories 
where they shift to a Cent ry Seal 
is currently using Century for the 
bulk of the text matter, and the 
Salli lace aS also used lO mo 
the headings aepart 
ments 

Othe: display tace¢ 
are Century Bold fe me I nish 
ings and men’s clothings, while the 
are using Futura for power tool 
and similar equipm 
beginning to use some 
especially Craw Bool 
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become increasingly 
Ward's 

sticking pretty close to the Futura 
family for its heads. A few hand- 
ised mostly for 


about all that ar 


a tew accents, 


lette red 


the other hand, uses 

play faces. Most 

in the current catalog are 
Wide an Murray Hill, 
also ised 
to Craw 
and Sty 


>’ While the copy is beings 


the artwork 1 


written 
Ward's 
the only one of the three that 

ibstantial 


procee ding 


amount ol its 
Between 20 and 

stablished its own 
aphi idi primarily fo 
imental pt pose 
25 f work is done in 

of the big 


Today ’ 


reasons 
economy lagement estimating 


that it makes a ving of about 30 


aving 
on thi WOrk 

The res { ‘ards photography 
and all of Sea and Spiegel’s, is 
bought from s ss in Chicago and 
New York 
all three o 


headquarters of 
ions are in Chi- 
nti merchandising 
in New York, 


IV tor women fashion 


avo each maintall 
department especial- 
Buyers and 
uppli rs are both there, and Sears 
and Ward's maintain parts of thei 
atalog production departments 
close to the buve1 Spiegel with 
naller staff, we 
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because of the plenitude of models 
and photographers, as well as the 
presence of its buyers in Manhattan 

Each of the three companies 
works with a small list of studios 
These tend to specialize in a partic- 
ular kind of merchandise. The artist 
oO} photographer who is good at 
handling refrigerators may not be 
able to produce a good shoe page 
And when working on the tight 
chedules that must be maintained, 
art directors dislike 


taking a risk 
with an unknown suppliet 

Howeve r, there is always interest 
in keeping in touch with new 
sources, although trials will usually 
be made with some of the lessei 
pieces, rather than the big books 
There is also a natural preference to 
Keep work concentrated in as few 
studios as possible This leads to a 
more economical use of time on the 
part of the art director or whoeve: 
must work with the studio 


> Photography, by the way, and 
especially color photography, IS 
playing an increasing role in catalog 
design, and the trend is not likely 
to change. As you can see from the 
table, Spiegel already has fully 
one-third of its pages in full-colo 
An estimated 90° 
photographic 
Most colon 
transparencies, 


fashion field 


of the artwork is 
work uses positive 
especially in the 
Othe 
Spiegel reports, seem to give bette: 


merchandise, 


results when flat copy is used as a 
basis for the engravings. This is 
true, for example, of figured fabrics, 
for which Ektachrome does not 

sharp enough. Dye 
transfers will often be made _ for 
these shots 


seem to be 


> There is a general feeling, within 
all three companies, that design is 
playing a more important role in 


production. The trend in 
typography has been 


catalog 


away trom 
hollering out loud, from using 
heavy, black letters, reverses, and 
other similar techniques. The type- 


face says something 


beyond the 
words which it spells: it has a per- 
sonality of its own, gives a feel to 
the page, adds characte) 

Layout in general is cleaner and 
less cluttered. Fewei pleces of mer- 
chandise are shown, and the illus- 
trations are bigger. Merchandise is 
shown in use rather than in isola- 
tion. This reflects, to some extent, 
an apparent increase in sophistica- 
tion on the part of the buying pub- 
lic. Any mail order executive can 
match o1 top the story ol the cus- 
tomer who sent in her money for a 


bedspread, and then complained be 
cause her $5.98 didn't get her the 


Copywriter’s Guide Sears uses a serie 
ft these heet ne for each typetace 
in the catalog. Red rectangles are ruled 

to indicate the pace within which each 


ck of py must be typed 


bed on which the spread was shown 
in the illustration 

This growth in understanding has 
permitted the showing of more in- 
teresting arrangements. A woman, 
for example, can be shown as one of 
a group of men on the page selling 
men’s car coats. Another similar de- 
velopment is the use of related mer- 
chandise on a single page. This is 
somewhat unorthodox, since — the 
tradition has been to allot the ex- 
pense of each page to the depart- 
ment whose merchandise it shows 
How do you divide the expense, and 
who gets credit for the sale, when 


handbags are shown on the page 


devoted to shoes? But in spite of 
bookkeeping problems, it has been 
found that this not only sells more 
handbags, but also increases the 


sale of shoes 


> This showing of merchandise in 
use creates a problem at times. Each 
of the companies has a rule, which 
is not surprising, that everything 
shown in a catalog picture must be 
purchasable. This has led to occa- 


sional 


dilemmas, when an 


artist 
wants a specific touch of color, but 
can't find it anywhere. An occasion- 
al answer has been to go out and 
get a manufacturer to supply the 


item, and add it to the catalog 


> With the thousands of items in- 
cluded in a catalog the latest 
Sears catalog includes an estimated 
135,000 items it is quite a problem 
to maintain coordination during the 
six or seven month period of pro- 
duction. Since any error or mistake 
made in a catalog has to be lived 
with tor six months, great efforts 





are made to see that none occur. 

But in spite of all the care, they 
do slip by, and it is surprising that 
they don’t occur more often. Prices, 
catalog numbers, colors, descrip- 
tions, everything else must be 
checked and double-checked. An 
example of a rather trivial error is 
an item on page 170 of the latest 
Spiegel catalog, for something that 
was hailed as new — “Poetic Pan- 
ties.” A set of three of these is illus- 
trated, each with a verse embroi- 
dered across the front. The text 
describing the set gives the words of 
three verses, but the photograph, on 
which the words are readable, shows 
two of the three. The third is a 
different verse entirely. Somebody 
didn’t check the copy carefully 
enough against the photo. 

Each of the companies has its own 
technique for checking and double 
checking, but perhaps Sears has the 
most complete. Key to its process is 
a group of 40 advertising represent- 
atives. As soon as a layout is ap- 
proved, it is turned over to one of 
this crew. He writes up the art in- 
structions, sees that merchandise is 
delivered from the warehouse to the 
proper studio, checks catalog num- 
bers, colors listed, sizes, and so on 
He is the liaison between Sears and 
the printers, Sears and its studios 

This group is backed up by an 
editorial staff of 13, whose job is to 
go over every word of the copy to 
see that it is accurate. If somebody 
says “formerly $4.95,” an editorial 
staff member checks to make sure 
that the item once was listed at that 
price; he sees that descriptions are 
accurate, that the proper nomen- 
clature is used, that the copy fol- 
lows company policy, meets govern- 
ment requirements, and is clear and 
unconfusing 


> Page by page, the catalog goes 
through the process of design, lay- 
out, typography, art and _ photog- 
raphy. One at a time, it is checked 
off as complete, and is turned over 
to the printer. Now comes the proc- 
ess of printing as much as 38 million 
pounds of paper for a single issue. 
Next month, we shall look into the 
problems and the solutions of the 
country’s largest printing assign- 
ment. 44 


Offers Business Men’s 
Guide To Office Papers 


A 16-page guide to business pa- 
pers, written especially for the busi- 
ness man, is being offered by 
the Cotton Fiber Paper Manufac- 
turers, New York. Entitled “What 
Every Businessman Should Know 


How 

about a 
new 
letterhead ? 


Perhaps it’s time for a fresh design 
and a bright new WESTON paper 


Your printer, advertising agency or letterhead designer will 


gladly suggest a new design and a paper of appropriate quality 
from the complete family of Weston cotton fiber letterhead 
papers — including Old Hampshire Bond (Extra 

No. 1, 100%), Defiance Bond (100%), Win- 

chester Bond (50%), Weston Bond (25%) and 

Weston’s Hand Weave (25%). Write Dept. AR 

for samples 


Better Papers are made with cotton fiber 


BYRON WESTON COMPANY 
Dalton, Massachusetts 


Makers of Papers for Business Records Since 1863 


W ESTO N PAPERS 


Leading Makers of : LETTERHEAD PAPERS « POLICY PAPERS « LEDGER PAPERS + INDEX BRISTOI 


7 Your & 
eget 
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Full color by Crocker 
now yours for 
2-color prices! 

of tl 2 
rocker 


full color brilliance 
to sell your products! 


Investigate Now! Write 
for this free booklet 


Dept. AR 
H. S. CROCKER CO., INC. 


San ‘rancisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Remember, you want the finest in 
fluorescence —ask for it by name 


mes ta 


TESTED” 


te Vewa-cio 


COLOR CARD .. . for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. » 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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About Paper—Today,” the booklet 
begins with a brief history of pa- 
permaking and then goes on to de- 
scribe the advantages of papers 
made with cotton fiber content. 

Special types of business papers, 
such as onionskin, letterhead and 
ledger, are taken up individually 
and their various 
described. The booklet was pre- 
pared by J. M. Mathes Inc., New 
York. 
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characteristics 


New Ceco Calendar More 
Useful, Less Costly 


In mid-1958, just as Ceco Steel 
Products Corp. was getting ready to 
dream up a new, unusual 1959 cal- 
endar that would leave the com- 
petition back in the dust, an ulti- 
matum came down from top man- 
agement that the calendar produc- 
tion budget would have to be cut. 
Obviously, the solution was to fill 
both requirements—more originali- 
ty, less cost. The company made the 
yrade on both counts. 

Seeking ways of keeping produc- 
tion costs down, Ceco’s advertising 
production manager hit upon a 
saddle-stitched book format. (Pre- 
vious years’ calendars had been the 
conventional type with 12 full pages 
tinned and rolled in a wrapper or 
tube.) The calendar has die-cut 
holes so that, opened up, it can hang 
on a wall. Folded, it can be used on 
or in the desk throughout the year 
and can be carried in a brief case if 
used as a memo calendar. At the end 
of the year, the calendar can be filed 
as part of the user’s permanent rec- 
ord since it folds to legal size. 

The calendar 


retains the large 


Convenient Calendar With lots of 
room for notes, this folds up to legal size 


for easy filing when the year is done. 


spaces for memoranda as a carry- 
over from Ceco’s old calendar. Each 
spread of the book-style calendar 
presents a four-week period. Months 
ending midweek are dovetailed into 
the following month to simplify cal- 
culation of work schedules by weeks. 
Month end breaks are identified by 
a change of color. 

And what about that cost saving? 
It was, incidentally, a cost saving of 
30% over the previous year’s cal- 
endar and these are the ways in 
which it was accomplished: 


© Quantity of paper reduced 50°; 
by printing both sides. 


® Gang running, due to straight 
two-color printing throughout in- 
stead of a change of second color on 
alternate pages. 


@ Machine folding and saddle stitch- 
ing in place of hand-collating and 
tinning. 


@ Design as a self mailer, saving 
cost of mailing in a cover and elim- 


inating rolling and wrapping. 


® Reduction in weight and re-clas- 


sification as a catalog, reducing 
even in view of in- 


creased rates. 44 


postage costs 


Ungummed Labels 
Pose Sticky Problem 


Recently a salesman for Ludlow 
Papers, Brookfield, Mass., was con- 
fronted with a com- 
plaint, the paper company reports. 
The customer complained that in a 
shipment of Ludlow gummed labels 
some of the sheets 
gummed at the edges. 

Ludlow, proud of the reliability 
of its gumming equipment, was un- 
able to maintain its initial disbe- 
lief when samples of the unevenly 
gummed paper were returned to the 
factory. The paper, had truly come 
ungummed. 

It took some fancy detective work 
and even delving into past gum- 
ming history, Ludlow reports, to 
solve the mystery but the answe1 
made Ludlow management breathe 
easier, 

Apparently the gummed paper 
had been uncovered either in the 
merchant’s warehouse or in the 
print shop. Flies had surreptitiously 
gobbled the gum. 44 


mysterious 


were un- 


Non-Smear Duplicating 
Ink Comes In Paste Form 


A new free-flowing paste-type 
duplicating ink designed to elimi- 
nate ink smears has been announced 


by Print-O-Matic Co., 


Chicago 





International Paper announces 
dazzling new SPRINGHILL, BOND 


Amazing new bond paper is actually whiter than surgical 
cotton—yet costs no more than “off-white” bonds! 


BOUT A YEAR AGO, a brilliant new bond 
A paper started rolling off a machine 
at International Paper's Mobile mill. 

It was extraordinarily white. Countless 


tests by a famous research laboratory 
proved that it was measurably whiter 


than surgical cotton, salt, even chalk! 


Extremely printable 


Springhill Bond is more than just white. 
It’s level and uniform, too. And crisp. Just 
try to pick up a sheet without making a 
crackling noise! 

We insure excellent printing results by 


cutting a sample ream from every reel 
and having it tested on actual printing 
presses. Springhill Bond is made to orde1 
for offset and letterpress printing 

Compare Springhill Bond for white- 
ness, for finish, for opacity, for “crackle.” 
We think you'll agree, you just can’t offer 
your customers a finer unwatermarked 
bond. 

New Springhill Bond and Mimeograph 
are available in white and six colors in a 
The 
Springhill line is also available in Dupli- 
cator and Ledger papers. 


full range of stock sizes and weights 
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in any language the best in typesetting 


There are many ways to say service. In 
typography they all mean the same thing— 
typesetting you can depend on for quality 
and accuracy. Entrust your next job to 
SERVICE Typographers and appreciate 


the difference it makes in your ad or mailer 


TYPOGRAPHERS 


723 S5.Wells St. - Chicago 7, Illinois « HArrison 7-8560 


HANSON YPES 
FOR 


PUBLICATION MOLDING 
ARE 


IDENTICAL TWINS 
OF YOUR 


PROCESS ORIGINALS 


Identical in dot structure... 
in register...in precision 
finish. Write or phone for 
full information. 


HANSON ececrroryre comPANY 


99s, Sth & Sansom Streets, Philadelphia 7, Pa. 


PP.’ 
—(% : 
‘* The PROGRESS + HANSON + PROGRESSIVE Group 


PROGRESS Plate Making Company 
$23 Filbert Street, Phila. 7 
WAlnut 2-0447 


WAinut 2-5567 


HANSON Electrotype Company 
Sth & Sansom Streets, Phila. 7 
Walout 2.5567 


PROGRESSIVE Composition Company 
Sth & Sansom Streets, Phila. 7 
Walnut 2.2711 

NEW YORK: MU Hill 123 - 
LANCASTER EX 4.1675 . 


NEWARK: MA 3-5334 . 
WILMINGTON: OL 5-6047 . 


WASHINGTON: EX 3-7444 


BALTIMORE: SA 7-5302 . RICHMOND: Mi 4-2771 
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manufacturer of card-size duplicat- 
ing machines and colorless-ink dia- 
graphy for the mimeo field. 

Called Print-O-Paste stencil du- 
plicating ink, the product is said to 
have all the flow characteristics of a 
liquid ink, yet gelates to a paste on 
contact with the cylinder. Print-O- 
Paste will not clog cloth pads, will 
not separate, offset or smudge, its 
manufacturer claims. 

It can be used on any closed or 
open brush-type single cylinder du- 
plicator. The product comes in a 
plastic dispenser tube. The 11 oz 
size retails at $1.75. 

Print-O-Matic Co., is located at 
724 W. Washington Blvd., Chicago 
6. 44 


Ad Insert Comes 
Complete With Hardware 


Fischer Special Manufacturing 
Co., Cincinnati, pointed out in a re- 
cent advertising insert that its brass 
and aluminum nuts. are con- 
structed with quality precision in 
spite of paper thinness. They proved 
the latter by including a sample nut 
in the insert. 

The paper thin threaded brass 
nut ran in Assembly & Fastener 
Engineering, a new publication of 
Hitchcock Publishing Co., Wheaton, 
Ill. The nut was “floated” in a die- 
cut circle with the aid of cellophane 
tape. 

Insertion of the 0.0165” thick flat 
brass nuts was a hand operation 
performed by the publishing com- 
pany. Penn & Hamaker, Bedford, 
O., is the agency 44 


Taped-in Nut . To get an actual ex 
ample in the hands of readers, a real nut 
was held in a die-cut circle with pressure 


sensitive tape 





Revised Byron Weston 
‘Red Book’ Available 


A new, revised edition of Byron 
Weston Co.’s “Red Book,” a pocket- 
sized volume of paper facts and fig- 
ures, has again been made available. 

In addition to complete informa- 
tion on stock sizes, weights, colors 
and other data on the complete line 
of Weston cotton fiber papers, the 
“Red Book” contains suggestions for 
selecting and using Weston papers, 
as well as mill practices and stand- 
ards. A picture story of how paper 
is made and a dictionary of paper- 
making terms complete the 44-page 
volume. 

Since the “Red Book” is designed 
for printers and for paper buyers 
in business and industry, the com- 
pany asks that requests for the 
book be made on company letter- 
heads. Requests should be addressed 
to Sales Department, Byron Weston 
Co., Dalton, Mass. 44 


Popular Paper Manual 
Reprinted By Demand 


“How to Lithograph Coated Off- 
set Paper,” a 68-page manual de- 
signed to help lithographers select 
and use coated paper successfully, 
is available in a new edition from 
Kimberly-Clark Corp., Neenah, 
Wis. 

The booklet is divided into 51 
sections dealing with such subjects 
as advantages and disadvantages of 
coated paper, ink absorbancy, di- 
mensional stability, etc. A “coated 
paper trouble chart” with quick an- 
swers to lithography problems is 
included. 

The pocket size manual is illus- 
trated with 45 pictures, diagrams 
and charts and keyed by both a ta- 
ble of contents and a five page in- 
dex. Already a popular manual in 
the printing trade, it has been re- 
printed because of demand. 
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New File Equipment 
Catalog Available 


Plan Hold Corp., South Gate, 
Cal., announces that its new cata- 
log displaying a complete line of 
vertical filing equipment is now 
available. The equipment is de- 
signed for blueprints, maps, plans, 
charts and similar materials. 

Plan Hold’s Easelbinder holds up 
to a 1” thickness of sheet material 
without mutilating sheets in any 
way. It is also useful for sales pres- 
entations 
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A TOUCH OF 


SORG's 


¢ Write for — 

or phone your Sorg 
Distributor to obtain 
PARCHTEX Swatch 
books and a selection 
of PARCHTEX printed 
samples. 


oRe 


PAPERS) ) THe SORG PA 


for that very, 
very special 
PRINTED 
PIECE 


PARCHTEX 


Delightfully new...distinctively different...excitingly 
glamorous! 


That sums up in a few words the almost unanimous 
comments of printers and paper buyers who have 
used PARCHTEX — Sorg’s luxurious new paper with the 
distinctive texture and appearance of fine parchment. 
PARCHTEX prints beautifully by offset; letterpress, ther- 
mograph, or silk screen...and is strikingly impressive 
when used for letterheads, certificates, announcements, 
invitations, or for any job designed to be different. 
Sorg’s PARCHTEX.is available in stock, in Natural, 
sparkling White, soft Green, delicate Pink, and a beau- 
tiful Blue tint—in both text and cover weights. 


pER COMPANY Middletown, Ohio — 


SORG STOCK LINES 


REX © LEATHER EmBOSSE ER © PLATE FINISH © EQual 


Offices in’ NEW YORK © PHILADELPHIA * CHICAGO * BOSTON 


4 TRAN nT ~ t ENT ¢ ® 


et ER BOND © TENSALEK © GRANITER © PARCHTEX 


* ST. LOUIS * LOS ANGELES 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES » NICKELTYPES » PACOTYPES » STEREOTYPES = MATS - R. O. P. 


COLOR MATS «+ THERN 


AOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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Robert W. Riley, Assistant Resident Manager, St. Francisville, La. 
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moment 
in the 
life 
of 
Riley 
Robert W. Riley is a kind of walking encyclopedia on the subject of 
coated book papers. In fact, he is one of the history-making group 


of paper specialists who participated in the development of the 
industry’s first high-speed, on-the-machine coated printing papers. 


That’s why it will be a big moment for Bob when he gives the signal 
at St. Francisville, Louisiana, for the start up of the “Delta King’ — 
the first all new coated book paper machine of its kind in the country. 
A Crown Zellerbach first, this giant machine combines the advan- 
tages of the roll coater with the remarkable leveling action of the 
trailing-blade coater on the machine, in one continuous operation. 


It will be a big moment for Printers, too, because this newest Crown 
Zellerbach manufacturing innovation makes possible premium 
quality printing papers, with an 
extraordinarily level/smooth 
surface, at non-premium prices. 


Available soon in your market. 
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What Are “Whiter Than White” Papers? 


A new paper is giving advertising pieces 


By Ted Sanchagrin 
AR Eastern Editor 


Whiter-than-white papers, com- 
paratively new, are bringing new 
brilliance to black-and-white and 
color printing. Take a good look 
at them. They are actually whiter 
than white. They fluoresce. They 
are not ordinary white papers. 

This is a report on these fluo- 
rescent papers. Practically all fine 
paper mills supply them. They made 
their biggest impact several years 
ago in the graphic arts, where a 
whiter white is an advantage. 


Calendar 


Pan-American uses 


fluorescent white 
for brilliant 
full-color phot 
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greater brilliance in both black and white and 
full color. This report tells how it works. 


> To understand how these papers 
work, a bit of history 
would help. The agent used to 
brighten whites is a German de- 
velopment, out of I. G. Farben. 
You might say the bleach, chemical 
or dye (chemical suppliers differ 
in their descriptive terminology) is 
essentially the same item used in 
detergents and textiles these days. 

Most chemical suppliers to the 
paper mills call the agent an opti- 
cal bleach, to differentiate it from 
a chemical bleach. Actually, it ab- 
sorbs the invisible ultraviolet rays 
and re-emits them as blue rays in 
the visible portions of the spectrum. 

In the whiter-than-white paper 
field there are seven chemical sup- 
pliers to the mills—General Aniline, 
American Cyanamid, DuPont, San- 
doz, Geigy, Ciba and _ Sterling 
Drugs’ Hilton-Davis. 

Their paper whiteners go under 
such trademarks as_ Blancophor, 
Calcofluor, Paper White, Leucophor, 
Tinopal, Uvitex and Arctic White. 
Most mills have their own descrip- 


Ti-opake, Brite White, 


chemical 


tive terms 


Hi Brite, Blue White, Ermine Sno 
Pack, Radiant White, Arctic White, 
Velopaque, Glo-Brite, White Line, 
Super White, Frost White, Shock- 
ing White, Snow White, Hi-White. 

And some of them are shocking. 
One printer told AR these papers 
are too blue for his personal tastes 
(some mills add blue to the whit- 
ener in the beater). 


> With or without such additional 
bluing, the papers’ fiber strength 
is not affected. The agents produce 
standards of whiteness and bright- 
ness never possible before on a 
commercial scale. 

And now whiter whites have been 
introduced to photographic papers. 
The agent is added to a developer 
solution, for brighter whites in the 
paper emulsion. This technique 
originated with Kodak Ltd. in Eng- 
land, spread to Ilford there, then on 
to Germany (Agfa) and Belgium 
(Gaevert). It is now being used in 
this country in Ansco Jet paper. A 
U.S. patent has been granted. 

Whitening agents go into all types 





The “SIGN CHOPPER” gives your Signs 
Flasher action with no “‘OFF’”’ period 


Sign CHOPPER 


past Me a 0) ad ad =A 


past UM Od (0) ad ad =A 


past R01 lad ad 1a 


Imagine... your neon (mercury-type) signs 

are bright, then dimmed—bright, then dimmed 

in a constant continuing automatic cycle. No 

useless message-killing “off” period. Gives signs, 

old or new, the power to attract, hold and sell 
. all within seconds! 


The “Sign Chopper” is a patented device new 
to the neon sign field, but used successfully in 


manufacturers 
1821 West North Avenue: Chicago 22, Illinois 


Pat No. 2,767,333 


other applications for the past six years. It’s 
effect is lively and eye-arresting. Simple to in- 
stall, the cost is surprisingly low! 


THE SIGN CHOPPER COMPANY manufacturers 
1821 West North Avenue, Chicago 22, Illinois 


[~] Please send catalog and details 


[-] | want to see the ‘Sign Chopper" in action 
NAME 
COMPANY NAME 
ADDRESS 


CITY 





ol papel 


these days—bond, text, 


tissue, cover, envelope. It is used 
to upgrade almost every type of 
white paper made. Offset represents 
the largest use 

The use of the optical bleach de- 
pends on type of pulp. It is striking- 
ly effective on bleached pulps and 
sulphite papers. It is not too effec- 
tive on groundwood and unbleached 
sulfates because they absorb ultra- 
violet rays and minimize the fluo- 


rescence 


> Thess 


In a sense, a new color 


brighter white papers are, 
They give 
the added impact of colored stock, 
particularly when compared to 
ordinary white stock. The designer 
has to give it the same considera- 
colored stock 

According to one of the leading 
suppliers of the bleach to the pape 
mills, these papers have other ob- 


They 


tion a 


vious advantage 


@ Enhance the quality and prestige 
of printed material 

® Provide maximum contrast and 
improve detail for black-and-white 
line and halftene illustrations 


@ Make offset printing competitive 
in quality to letterpress 


@ Give more accurate color matches 
and amplify good art 


® Render more detail and shading 
in printing photographs 


¢ Improve legibility by 
type contrast 


Increasing 


> How bright are these papers? 
It's an optical effect or an optical 
illusion. Rating magnesium oxide at 
100, titanium dioxide at 98 and 
fresh snow at 95, you'd find these 
papers relatively lower on the scale 
But they brighten 
the fluorescent whiteners 


appeai because 
simply 
change the light reflecting qualities 


of the paper 


> Traditionally, there are three 


basic methods for producing white- 
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Annual Report 
Oliver B. Cannon, 
paint manufacturer, 
used blue and black 
n fluorescent 


white paper 


ness in paper: chemical bleaching 
of the pulp in preparation, usually 
some form of chlorine; the addition 
of white pigments, such as titanium 
dioxide, and the addition of tinting 
colors. The addition of fluorescent 
whitening agents falls into the tint- 
ing category. 

Fluorescent white papers are in 
bigger demand today than eve 
New standards of whiteness have 
been built up in the minds of ail 
of us. We have become color con- 
scious. Along with this quest for 
more stimulating colors, has come 
a desire for whiter whites. White 
is still a sign of quality 


>» AR, of course, was one of the first 
publications to recognize these 
fluorescent white papers, with its 
article (April 1958) on Bristol Labs’ 
fluorescent advertising inserts in 
medical journals. Bristol combined 
fluorescence with embossing. 

Several currently outstanding ex- 
amples of whiter-than-white pa- 
pers, in addition to other medical 
journal inserts, are in the calenda: 
and company brochure fields. 

The 1959 calendars of Pan-Amer- 
ican Airways and Geigy both em- 
ploy these fluorescing papers. And 
Oliver B. Cannon & Son, industrial 
paints, Philadelphia, has employed 
the paper in a company brochure 
The Pan-Am job reportedly used 
12 carloads of brighter white stock. 

All told, the papers lend them- 
selves particularly to ad_ inserts, 
calendars, company brochures and 
publications, direct mail. Cost prob- 
ably will not allow them to be- 
come too big a factor in regular 
magazine stock. Nor are they too 
applicable to newsprint (which is 
unbleached groundwood). 


> During the past few years the 
combination of chemical manufac- 
turers and paper mills has placed 
at the disposal of the advertising 
and sales promotion world this pa- 
per brightener to help increase the 
visual brightness of paper. 


But overuse and overdosage, like 
anything, breeds abuses of this new 
tool. Now some chemical and paper 
suppliers are saying that these 
abuses—full scale use of brighter 
white papers, coupled with larger 
and larger amounts of bluing along 
with the whitener, will produce 
counter requests for papers with 
eye ease and lower brightness. 
Whiter papers can deteriorate into 
a fad, with inevitable oblivion. 

Some observers favor a white ap- 
proached by a freshly prepared 
magnesium oxide standard. Others 
favor natural paper white of well 
bleached undyed pulp, which is 
slightly brownish. And some prefer 
blue whites or pink whites. a4 


Handy Chart Helps Soothe 
High Postal Rate Blues 


To simplify direct mail planning 
and help keep postal rates down, 
Ecusta Paper Division, Olin Mathie- 
son Chemical Corp., offers, without 
charge, a chart for simple computa- 
tion of postal mailing weights for 
various size booklets. 

Designed to be especially valuable 
following the increases in postal 
rates, the chart gives weights of 
booklets from 3x6” to 9x12” in size 
and from 16 to 128 pages. Basic pa- 
per weights from 20 to 70 lbs. are 
also charted and weight of envelope 
and cover are taken into account to 
insure accuracy. 

Ecusta, located in Pisgah Forest, 
N. C., manufactures lightweight pa- 
pers for Bibles, text books, adver- 
tising inserts, direct mail advertising 
and catalogs. 
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New Microfilm Enlarger 
To Be Ready By Fall 


Development of a compact unit 
that in 30 seconds automatically en- 
larges a 35mm microfilm frame to 
a positive, dry 18x24” copy of an 
original engineering drawing has 
been announced by Haloid Xerox, 
Rochester 3, N.Y. Called the Xerox 
Copyflo 1824 printer, the device will 
be available in the fall 

Enlargements can be made on 
plain white paper, vellum or offset 
paper masters. Operating on the 
electrostatic principles of xerog- 
raphy—a fast, dry copying process 

the machine is said to provide a 
rapid, inexpensive method of “blow- 
ing back” microfilmed drawings to 
workable size. The machine will be 
available for rental as well as pur- 
chase. 44 





QUESTIONNAIRE 


ome te 


Fourteenth in AR’s series on external publications 


The House Organ Editor 
Tells All About Himself 


Here’s a composite picture of the external house organ 


editor, the result of a survey by the International 
Council of Industrial Editors, which gives his back- 


ground, his duties, his responsibilities and his future. 


By Stewart J. Wolfe 


Chairman, Sales & 
Public Relations Committee 
International Council of 


Industrial Editors 


The most rapid expansion in 
industrial and business communi- 
cations is taking place in industrial 
publications devoted to customers, 
dealers and stockholders. Accord- 
ing to a recent survey by the Sales 
& Public Relations Committee of the 
International Council of Industrial 
Editors, the emphasis is shifting in 
these communications from pure 
public relations to more direct sales 
tie-ins 

The survey, which covered 125 
key editors in the U.S., Canada and 
Europe of the several thousands 
now being published, was designed 
to note trends. A 40° response gave 
general thinking of 
externals 


pace-setting 


> The pace set by externals was 
justified by replies from these key 
editors, many of whom had better 
than a 75% increase in earnings 
since assuming positions. 
Those contacted emphasized for 
the most part that sales, promotion 
and public relations were essential 
for their position. For instance, 82% 
said their jobs required sales pro- 
motion ability and 78° public re- 
lations experience. The cold figures 


present 


of the survey related to policies of 
the editors contacted showed a 
heavy emphasis on direct 
with the department. 

Whether the recent recession ac- 
celerated the trend in this direction 
is a moot point; it is evident in 
every publication that crosses the 
desk of the writer. Of several hun- 
dred external publications received 
in recent months, very few con- 
centrated on former beautiful artis- 
tic efforts which contribute little 
to the sale of a product. The soft 
sell as evidenced by past public re- 
lations efforts in publications seems 
to have gone by the boards. 

While retrenchment did not hit 
external 


tie-ins 
sales 


publications as much as 
employe publications, an elimination 
of frills has taken place. At present 
there seems to be little room for the 
jaundiced eye of 

wink at externals 
pretty—but 


management to 
implying “it’s 
what does it sell?”. 


> The case history has replaced the 
soft sell in many publications. This 
trend is evident not only in publi- 
cations but in other communications 
media such as training films, in sales 
training seminars and _ in 
aspects of visual education. 
The external publication can be 
pointed to as the first medium to 
emphasize the case history. At first 
confined to dealer and retail publi- 
cations, it is being used by manu- 


many 


facturers to let consumers prove the 
product; by heavy industry publi- 
cations as a mean of personnel 
training for field men and for other 
industry to train retailers. Even in 
periodicals which formerly used the 
glossy approach to consumer re- 
lations there has been a substantial 
increase in the number of direct 
sales promotion approaches to the 
reader. 


> Part of this trend may be traced 
by a breakdown of key editors sur- 
veyed by IL.C.I.E. The survey shows 
that 28°, reported to the advertis- 
ing manager; 14% to the general 
manager; 8% to the sales manager; 
12% to the sales promotion man- 
ager while only 18% reported to 
the public relations director 

Still smaller groups reported to 
the executive secretary and direc- 
tor of professional services. 

Thus it can be seen that a heavy 
percentage of management thinking 
toward externals is reflected in the 
growing concentration of sales tech- 
niques 


> Another trend is seen in the sales 
tie-in program by external publi- 
These which 
emphasize company promotion and 


cations programs, 
national advertising campaigns, are 
notably advanced by _ externals 
which can be assumed to be an es- 
sential direct mail continuing cam- 
paign 

However, externals render more 
than product promotion; more im- 
portant is their role as service pub- 
lications. Through the pages of the 
external, vendors of company pro- 
ducts are shown by examples how 
to achieve their own, and inciden- 
goals 


tally company, sales 


Again, the case history is greatly 
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emphasized. The theme is—let the 
vendor tell it—the company or 
sponsor is seen only as the guiding 
light; the vendor, as the brains be- 
hind the successful selling achieve- 
ment. 


> Many publications still take the 
pure public relations approach. 
These publish a great many articles 
that have little if any relation to 
the company product. But even 
here, a change is evident. Concen- 
tration is being made by manage- 
ments to change the type of reader 
comment that declares: 

“It’s a pretty magazine, beautiful, 
but I forget what company pub- 
lishes it.” 

Cleverly 


phasize company 


formats em- 
and product re- 
cognition. There are many more ar- 
ticles which are designed to tie in 
closer to the company objectives, 
whether it’s to sell electricity or 
automobiles. 


designed 


> Only one group of publications 
has seemingly remained aloof from 
the current trend. These are the as- 
sociation or fraternal publications. 

Yet it is impossible to separate 
the fraternal and association publi- 
cation, because the essential job of 
these publications is to sell the ser- 
vice, benefits or other advantages of 
being a member of that particulai 
group. Hence, publications 
have a sales job every bit as im- 
portant as the straight product sales 
story employed by manufacturers o1 
vendors 

While established have 
set the policy line, even these publi- 
cations 


these 


formats 


have evidence of more 
heavy sell, even to the point of pub- 
lishing full pages stressing the bene- 
fits of being a part of the group 
represented. 

> The 


survey revealed that the 


average external editor is apt to be 
much better paid than his counter- 
part in employe publications. He 
probably has little background in 
industrial relations, often a key re- 
quirement for the employe publi- 
cation editor. 

This divergence is getting wider 
as time goes on. In the past, many 
company publication editors grad- 
uated from employe publications 
into the next phase of external pub- 
lications. Now there is a demand by 
employers for editors with a back- 
ground in sales, sales training, pub- 
lic relations and sales promotion. 

There is very little employe re- 
lations background required for ex- 
ternal positions unless the editor is 
required for the rather nebulous 
area for internal-external publi- 
cations. Most of these are primarily 
concerned with employes and less 
with 
public. 


outside customers and the 


> Because the average external edi- 
tor is better paid than his employe 
editor counterpart, he holds higher 
management status, according to the 
LC.LE. survey. At the same time, 
he is better traveled. 36° of those 
surveyed said they spent much of 
their time traveling. Another 8% 
traveled sufficient miles to be away 
from their offices a good part of the 
time. 

All of these factors indicate that 
the external editor is a somewhat 
specialized individual who must pri- 
marily be a good salesman and a 
good public relations man. While 
he must also be a journalist, that 
doesn’t have to be his prime con- 
cern. He has available a wealth of 
art services and creative talent at 
his disposal. With fatter budgets 
than his employe _ publications 
counterpart, he can obtain good 
talent and external publications 
show it in their formats. 


> Most of the publications received 
by the writer show that the editor is 
an “idea man.” His primary job is 
not only to communicate ideas but 
in many cases to create the idea and 
promote it to sell something. 

Indications are that when the re- 
cent recession was at its worst very 
few companies put external publi- 
cations on the budget chopping 
block. This is prime evidence of the 
importance of externals to manage- 
ment. 

All this has accelerated the trend 
toward the establishment of new 
externals. Even though the external 
publication is competing for the 
time of its reader with dozens of 
other communications media, ex- 
ternals have one major advantage. 
The concern of externals with the 
business of making money for the 
reader as well as the producer has 
given them the welcome usually ac- 
corded to hard-hitting trade pub- 
lications. But even there, the ex- 
ternal has an advantage because it 
concentrates on one product o1 
product line. Therefore, the exter- 
nal has a unique place in the current 
business picture. 


> In turn, this poses a serious prob- 
lem for business, industry and as- 
sociations. There is a definite short- 
age of good external editors. As- 
suming that most publications re- 
quire editors with backgrounds 
similar to those outlined by the 
ICIE survey, there is a great lack of 
talent available. The widening 
divergence between employe publi- 
cations and their problems and ex- 
ternals curtails an important source 
of new external editorial talent. 
One of the major questions in the 
external field today—where is this 
new talent coming from? This factor 
alone is slowing the growth of num- 
bers of external publications. The 
Council of Industrial Editors has 


“THIS LAYOUT HAS BEEN OK'D 

THEY THINK [TS TERRIFIC! 

NOW LETS DO A BANG-UP 
JOB ON THE ART! 


ZOmME? ws e008! 


STRICTLY SENSATIONAL!!! 
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WOW! x 


COLOSSAL! vy 


“LCANT WAIT TO SHOW THESE 
TO THE ADVERTISER ! 


IF you Y7ER 

MADE A GOOD 

ENGRAVING- MAKE 
IT NOW! 
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North & South & East & West! 


Our photoengravings are used by leading agencies all over the U.S. A. 


Collins, Miller & Hutchings in 


3 WEST LAKE STREET - CHICAGO ¢ 


America’s finest photoengravers for letterpress 


and gravure 


All you need to know 
about balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas, sample balloons, 
price list, imprint work 
sheet, get it for your 
files now. 
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The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Please send me your free ‘Advertising Balloon 
Fact Pack.’’ | want to throw it on my desk and 
walk around it. 


FIRM 
ADDRESS 


CITY cee ZONE aan STATE 
Or phone Betty Wolfe at Willard 3-2211 to order. 


recognized this problem and there 
are several proposals being studied 
to alleviate this shortage of external 
editors. 


> The first proposal deals with an 
increased concentration on more 
programming by local groups of 
editors which will deal with the 
problems faced by external editors. 
The second is to gain the interest of 
employe publication editors and to 
point out the monetary and status 
advantage of external editors. This 
will in turn require that employe 
editors ground themselves in sales 
techniques and to obtain as much 
sales and public relations know- 
how as possible. 

These are long range goals but 
it is evident from the ICIE survey 
that the externals field is expand- 
ing; that there is greater monetary 
opportunity in such fields than in 
employe communications and this 
shortage of qualified external edi- 
tors is bound to reflect in new ex- 
pansion for employe editors. 

A third proposal deals with the 
establishment of new phases of an 
industrial journalism curriculum. 
There would be emphasis on the 
translation of sales goals into the 
basics of communications. “Idea 
Man” stimulus would be an essen- 
tial of such courses. 

Time will take care of the short- 
age problem but to the present 
would-be advertising manager, pub- 
lic relations director, sales pro- 
motion manager and other sales 
managers, external publications can 
represent a stepping stone to this 
status and greater advancement. 


Engraver’s Story Tells 
itself—IiIn Water Colors 


Yoder Engraving Co., Middletown, 
Ohio, has published a handsome 
brochure which is unconventional, 
mainly in that it presents standard 
promotional material in an uncon- 
ventional manner. The illustrations 
of shop scenes and company man- 
agement personnel, for instance, are 
four-color reproductions of water 
colors done especially for the pur- 
pose. And the water color repro- 
ductions themselves are graphic ex- 
amples of the engraving company’s 
own work. 

The reproductions, two of them 
two-page spreads, supplement de- 
scriptive text briefly outlining the 
company’s history and facilities. 

The brochure, entitled “Yoder of 
Middletown,” will be forwarded up- 
on request. 
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We Need 


More Creatrty 


im Direct Mail 


When will agencies accept the fact, this expert asks, 


that direct mail is one of the most challenging of all media, 


= 


and demands the greatest skill and broadest background ? 


By Ferd N. Ziegler 
Vice-president, Mc Cann-Erickson 


New York 


Today we are living in the decade 
of the big change in advertising. I 
don’t believe that our business has 
seen so many real differences occur 
in so compressed a period as has 
happened in the last ten years. 

These fabulous fifties started with 
big television, and went on from 
there. Just look at what’s been hap- 
pening lately! 


@ We have been shaken by un- 


precedented restlessness among 
long-settled multi-millon dollar ac- 


counts. 


® We have been jolted by the Frey 
report. 


e We are in a ferment over the 
growing concept of total marketing 
as an agency function 


® We are startled by an epidemic of 
mergers among agencies, an ap- 
parent trend toward the super- 
agency, and the prospect of a fu- 
ture peopled by a handful of these 
giants dominating a scattering of 
Mom ’n’ Pop agencies. 

And now, toward the close of 
1958, we are seeing agencies show 


This article is adapted from a talk at 
the Advertising Agency Workshop, held 
at the Hotel Plaza. New York, by the 
DMAA. 


an interest in the potential of a me- 
dium which most of them have 
hitherto treated with nothing less 
than scorn, if they weren’t pretend- 
ing that it did not exist at all. 


> This brings up the first problem an 
agency must face in considering the 
creative function in direct mail. This 
is simply “scorn.” Today’s creative 
people have observed the cold 
shoulder, the curled lip, the elevated 
nose with which management of the 
larger agencies has _ traditionally 
looked at direct mail. These creative 
people are bright; they catch on 

As a result, today’s creators, the 
writers and the artists who prepare 
television commercials, who create 
magazine and newspaper ads, are 
job snobs. They feel that direct mail 
is beneath them, is not worthy of 
their attention. So they want no 
part of it. 

Another factor leading to the 
same job snobbery arises from the 
cold war being waged among the 
various 15° media. In this con- 
tinuing propaganda-rama, this ever- 
lasting war of words and figures, 
somebody devised the term “junk 
mail,” and many of our newspapers 
and magazines keep dropping this 
bomb constantly. 

Paradoxically, these media them- 
direct 
mail, and among the victims of their 
“junk mail” bombing missions are 


selves are heavy users of 


the very same creative people they 
need for their own mail efforts. 


The result is that, with rare ex- 
ceptions, direct mail for the com- 
missionable media is prepared by 
second-class citizens in the creative 
world. 


> Here we have the formation of a 
vicious circle. Second-class creative 
people are more apt to prepare so- 
called “junk.” Therefore, the bulk 
of the advertising sent by mail will 
compare unfavorably in quality 
with the other media, and around 
and around it goes. 

You can stop this; you can reform 
the job snob, simply by buttering 
his bread on the right side. You 
must start by untraining and then 
follow up with retraining 

Make your first-class copy and 
art people appreciate that direct 
mail is a first-class medium and 
youll get first-class work and first- 
class results. But first of all—you 
must believe in it yourself. 

After that, you have to do some 
deep analysis of the characteristics 
of direct mail as a medium of com- 
munication 


> You've gone through this kind of 
thing before with television. You 
had to learn how it worked and 
how to make the most of it. And 
many are still experimenting with 
the creative function in television. 

In some agencies, for 
print writers and tv 


example, 
writers are 
strictly compartmentalized; one half 
doesn’t know how the other half 
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BRODIE’S “FAMILIAR QUOTATIONS” 


Both vad the Bille 
day and night, 


Bat thou vad'st Mack 
where J vad whtle. 


7.1827 


If you send us a hunk of copy to be 

Offset or Multigraphed and if it does 

n't read exactly right to us, thou can 
lay odds that we'll call and ask thee 
How Come? 


jy = 
tl ne SERVICE 


; 9560 
$21 SOUTH WABASH AVENUE = a 
Fast ond Resourceful Service ‘ 


_- Reasonable. too! 


PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 
proved sales stimulators! 


Crocker can now supply 
them to you at these 
amazing low prices — 


100M-$2.98M 250M-$2.31M 500M-$2.12M 
Added Benefit—No large 


inventory necessary. 
Crocker fills your needs 
as required 

Write today for details and 
Jree desc riptive booklet. 


Yept. AR-3 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 

Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle, 322 Colman Bidg. Portland, 1325 S.W. 13th 
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lives. In other places, there is a de- 
gree of cross-fertilization, and in 
still other agencies the same writer 
creates both. Which is the best way? 

Are the tv writer and the tv art 
director a special breed? After all, 
they work in many dimensions not 
available to the print people. Not 
only must they know how to handle 
words and pictures, but in addition, 
they must be skilled in all the de- 
vices of the playwright, the dra- 
matist and the pitchman, the mu- 
sician, the choreographer, the set 
designer, the prop man, the anima- 
tor, the sound effects expert, the 
special effects man, the camerman, 
the director. 

This is different from what you 
need to know to do print ads. There 
is just as big a difference when you 
move from print ads to creating ad- 
vertising to be delivered by the 
mailman. Here, again, are new and 
different dimensions for the creative 
mind. And these dimensions are not 
available either to the print people 
or to the television people 


> The very first precept is to over- 
come the concept that direct mail is 
simply a “printed piece.” It is not 
that, nor simply a letter or a folde 
or a brochure or any combination 
of these. To assume this is second- 
class thinking. 

Truly 
ploys as many as eight dimensions, 
and perhaps even more. At the very 
least, it is a medium of three—the 
familiar ones of length, width and 
depth 


creative direct mail em- 


Direct mail permits many adver- 
tisers to send samples of the prod- 
ucts themselves. You have seen 


packets of instant coffee or de- 
tergent or bars of soap or contain- 
ers of paint or cigarets, all dis- 
tributed by direct mail. 

Direct mail allows the advertiser 
to use texture. Few other media en- 
able you to get a prospect to feel 
the message. 

Another motion. 
Wire springs or paper die-cuts can 
make the message actually move 
Ingenious rubber 
bands, or tabs, or other devices, can 


dimension is 


design, using 
make parts of the mailer pop up and 
out. 

Still another dimension is sound. 
Paper can be made to do many 
tricks in this area. Now we have pa- 
per phonograph records. There is 
even a self-playing recording that 
can be sent via the mail. 

We have used scent and fragrance 
in the mailings we have supervised, 
adding another dimension. 

Then we can use light. Modern 
miniature batteries and bulbs have 
made possible striking effects with 


light in direct mail. 

We have not yet mentioned the 
great number of ways of presenting 
color in direct mail that are unique 
to this medium. Then how about 
the use of unusual materials, such 
as plastics or fabrics, or an almost 
infinite variety of papers? 


> Creative people in direct mail 
must be at least as versatile as 
those in television. They must have 
a working knowledge of all the spe- 
cialized techniques available. But 
they must be capable of creative 
thinking in even more dimensions 
than tv. 

This takes training and experi- 
ence, which can be applied only 
after the basic attitude toward direct 
mail has been changed. But in addi- 
tion, it requires special knack, spe- 
cial talent, special affinity for the 
creative tools needed. 

This is true of creative people in 
print and television, and the same 
analysis applies in direct mail. Not 
everybody can do it properly 


> There is still another important 
characteristic of direct mail as a 
medium for advertising that vitally 
affects its success. This sets direct 
mail apart completely from the 
print and electronic media. 

Direct mail advertising stands on 
its own two feet. It rides no coat 
tails. It does not reach the consume? 
as a sort of by-product resulting 
from someone else’s efforts. What- 
ever interest and attention direct 
mail may obtain from a reader, it 
must achieve all by itself. 

This poses a real challenge to the 
creators of direct mail, and is the 
real reason why you must use first- 
class talent. 

Can you 


imagine a consumer 


tuning in her television set in order 


Yes! I know you mailed the million 
direct mail pieces but you forgot to 
insert the messages! 
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at little added cost 


Color gets attention . . . increases results! 
The simplest and most economical way to add color t« 
your black and white printing is to use Woodbine 
Colored Enamel. Automatically ... you get a 
two-color job with one-color printing. “Spec” Sheets, 
sales bulletins, promotional pieces, envelope enclosures 
are particularly adaptable to Woodbine Colored 
Enamel. There are 13 pleasing colors to choose from. 
For even greater color impact, use Woodbine DUPLEX Enamel 
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ANNOUNCING ... 


New Free Catalogue 


Write for your copy of the new, 32 pp. 
AdverLog in full color, illustrating more 
than 200 syndicated direct mail and 
sales promotion formats. 


The new AdverLog contains photo re- 
productions of AMA’s well-known line 
of flash bulletins, illustrated envelopes. 
jumbo cards, miniature cards, Adver- 
Pullouts, Peek-O-Lopes, and other nov- 
el mailing formats. 


American Mail Advertising 


INCORPORATED 


610 Newbury Street 
Boston 15, Mass. 


se Ph 33 ell) 
TURD TSS) he) 1k 


Tr we bie) g 
LETTER & MAILING 
SERVICE 


DOES It FASTER! 


f 


you or delivered to you. Marie 
' 9 oil mailing details for fe 
Multigraphing °* Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main 
tenance 
Call Wabash 2-8655 and Just Ask For Marie 


The Liter Sho Ine 


31 SouTH DEARBORN STREET 
Cuicaco 5, Int 


ear 


W ABASH 2-8655 
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to see the commercials? Would she 
buy a magazine just for the adver- 
tising pages? 


> Media buyers recommend an in- 
dividual medium on the basis of its 
efficiency in delivering an audience, 
which depends on its editorial skill 
and facility. The advertiser then 
hopes to snag some of the attention 
of some of this audience by means 
of the best 
muster for your selling messages. 

But were it not for the editorial 
values established by the medium, 
there would have been no audience 
in the first place. 

You pay for these editorial val- 
ues. The bigger the audience, the 
more you pay; the more devoted 
the audience, the more you pay. The 
point is that the reader or the view- 
er requires a real incentive, a rea- 
son why he should give some atten- 


techniques you can 


tion to the advertising message. 


> When we try to reach a prospect 
via the mails, we face a_ similai 
problem. We must engage his at- 
tention, but we have nobody to do 
this for us. There are no editorial 
values provided by the medium. 
This is a real do-it-yourself project 
for the advertising piece itself. 
Our guiding creative principle is 
to provide the reader with an in- 
centive to pay him for what we want 
of him. We must never ask some- 
thing for nothing of our audience, 
because we will get nothing 


> If a direct mail piece is to produce 
results, it must first be opened; it 
must then be read; finally, it must 
ask for, and get, some sort of ac- 
tion. How do you start such a chain 
of events? 

The answer seems to be: show- 
manship. In the interests of show- 
manship, to start the chain reaction 
that results in a sale, good direct 
mail must be as novel and original, 
as smart and ingenious, as amusing 
or as useful, as creative talent can 
possibly make it. 

Showmanship provides direct mail 
with editorial value, with the means 
of payment for the reader’s time. 
Once it gets readership, it can go 
on to the next stage. It must sell, 
for that is the reason for its ex- 
istence 


> So we must add the quality of 
salesmanship to that of showman- 
ship. Here we find two really big 
differences between direct mail and 
any other medium. First is the 
unique selectivity of direct mail, its 
ability to pinpoint an audience, to 
address precisely only your prime 


prospects. 


Secondly, there are no important 
limitations on space or time. You 
can tell all. You can go into all sorts 
of detail and illustration and com- 
parison. You can do a complete sell- 
ing job. 


> These two differences make the 
creative task something special. The 
writer must really know the prime 
prospect, and he must also know 
just how much he can say before 
interest flags. He must know ways 
and means of maintaining interest 
throughout the presentation of a 
really complete sell. 

This is a brand new and differ- 
ent atmosphere from what your 
present creative people know. Some 
may find the prospects appalling. 
To others, it will be just the oppor- 
tunity they have longed for to be 
specific. 

There must be no “first this, then 
that” relationship between show- 
manship and salesmanship. This is 
strictly a team operation. Show- 
manship is part of salesmanship. The 
attention-getting device that starts 
the chain of events must be in- 
tegrated with the selling story. It 
must not be something brought in 
from left field merely to attract at- 
tention. If you do this, your reader 
will never finish your message 


> Creativity has one more important 
need: the help of a willing, in- 
genious and resourceful production 
buyer. 

In the average agency, the pro- 
duction man’s job is limited to buy- 
ing engravings, reprints, and some- 
times, mats. For direct mail, he must 
know all the printing processes. He 
must know paper and folding and 
die-cutting and binding and finish- 
ing. He must be thoroughly fa- 
miliar with postal regulations, with 
handling and addressing operations 

But a good man must know even 
more than this. He, too, must be 
something of a showman. He must 
know where and how he can achieve 
special effects, buy special devices 
or processes. He must be tre- 
mendously resourceful. 


> Just as in print, in radio and in 
television, there are many creative 
techniques, many tools for the kit 
of the creative worker in direct 
mail, many do’s and don'ts. There 
is, however, just one fundamental 
your attitude toward it as a me- 
dium and as a creative function in 
the agency. 

Treat direct mail with all the re- 
spect, attention and creative skill 
that its stature deserves. Consider 
it worthy of the best creative per- 
sonnel, and here, as usual, you get 
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A scissors will serve, but it may be spoiled for cutting. The 
right tool does the job better—saving time, tempers and 
scissors. And time, tempers and money can be saved by 
choosing the right paper (a tool printers use) for the specific 


requirements of each printing job 


For instance—suppose one of your salesmen brings in a 
new customer—a fabrics manufacturer who wants his color 
ful wares faithfully but economically reproduced in a taste 
fully designed, rather elegant brochure. Your wisest paper 
choice is Kimberly-Clark's LITHOFECT Offset Enamel. Be- 
cause LITHOFECT's brightness helps reflect all the tonal 
range available in the best of Ektachromes or dye transfers. 
Premium clay coating produces super fine finish for good 
ink holdout and a high-gloss on either printed or non-printed 
surfaces. 


Or — suppose a long-run letterpress job comes in, where, 
in order to make a profit without sacrificing quality, sav- 


ings count. Here, you'll find Kimberly-Clark's TRUFECT 


sx 


a & 


r 
pt 


the ideal choice. For TRUFECT, now double-coated, per 
forms a workhorse job with ease in make-ready and trouble 
free press runs, often surpassing in quality work done on 
more expensive papers 

Kimberly-Clark's complete line of printing papers in- 
cludes grades suited to whatever job you may have. What 
ever your needs, CHOOSE THE RIGHT KIMBERLY-CLARK 
PAPER FOR THE JOB. It will give you the printability, runa 


bility and all-around quality only found in papers produced 
carefully by experts in some of the world’s finest paper mills 


Turn the page for a complete list of Kimberly-Clark paper 
distributors. 


imberly Clar 


PRINTING PAPERS | 


KIMBERLY-CLARK CORPORATION «+ NEENAH, WISCONSIN 





Kimberly-Clark fine papers are distributed by 
the following quality merchants: 


ARKANSAS PAPER CO 
Arkansas: Little Rock 


BALOWIN PAPER CO 
New York: New York 


BARTON, DUER & KOCH PAPER CO 
District of Columbia: Washington 
Maryland: Baltimore 


BEACON PAPER CO 
Missouri: St. Louis 


BEEKMAN PAPER CO 
New York: New York 


BERKSHIRE PAPERS, INC 
Ilinois: Chicago 


BERMINGHAM & PROSSER CO 
Michigan: Kalamazoo 


BONESTELL & CO. 
California: San Francisco 


BOUER PAPER CO 
Wisconsin: Milwaukee 


BULKLEY DUNTON 4 CO 
(Div. of Carter Rice Storrs & Bement, In 
New Jersey: Newark 
New York New York 


CANFIELD PAPER CO. 
New York: New York 


CARPENTER PAPER CO. 
California Los Angeles 
San Francisco 
Colorado Denver 
Pueblo 
idat Boise 
Hlinois Chicago 
lowa Des Moines 
Sioux City 
Kansas Topeka 
Minnesota Minneapolis 
Missouri Kansas City 
Montana Billings 
Great Falls 
Missoula 
Nebraska Lincoln 
Omaha 
New Mexico: Albuquerque 
Oklahoma Oklahoma City 
Texas Amarillo 
Austin 
Dallas 
E! Paso 
Fort Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 
Utat Salt Lake City 
Washington: Seattle 


CARTER RICE STORRS & BEMENT 
Connecticut East Hartford 
New Haven 
Maine Augusta 
Massachusetts: Boston 
Springfield 
Worcester 
Rhode Island Providence 


CARTER, RICE & CO. OF OREGON 
Oregon: Portiand 


CAUTHORNE PAPER CO. 
Virginia: Richmond 


CENTRAL OHIO PAPER CO 
Indiana: Indianapolis 


CHATFIELD PAPER CORP. 
Kentucky: Louisville 
Ohio Cincinnati 
CHATFIELD & WOODS CO. OF PA. 
Pennsylvania: Pittsburgh 
CHICAGO PAPER CO. 
Illinois: Chicago 
CRESCENT PAPER CO. 
lilinois: Champaign 
Indiana: Indianapolis 
D AND W PAPER CO. 
Louisiana: New Orleans 
DILLARD PAPER CO. 
Georgia Augusta 
North Carolina: Charlotte 
Greensboro 
Raleigh 
Wilmington 
Winston-Salem 
South Carolina: Greenville 
Tennessee Nashville 
Virginia Roanoke 
DUDLEY PAPER CO. 
Michigan: Lansing 
Saginaw 
ELM PAPER CO. 
Pennsylvania: Scranton 
JOHN FLOYD PAPER CO. 
District of Columbia: Washington 
Maryland: Baltimore 
FOREST PAPER CO. 
New Jersey: Newark 
New York New York 
FRASER PAPER CO. 
Oregon: Portland 
GENERAL PAPER CORP. 
Pennsylvania: Philadelphia 
GENESEE VALLEY PAPER CO. 
New York: Rochester 
Syracuse 


HUBBS & HOWE CO. 
New York: Buffalo 


HUDSON VALLEY PAPER COMPANY 
New York: Albany 


INDEPENDENT PAPER CO. 
Washington: Spokane 


INGRAM PAPER CO. 
California: Los Angeles 


JACKSON PAPER CO. 
Mississippi: Jackson 


JOHNSTON PAPER CO. 
Ohio: Cincinnati 


KNIGHT BROTHERS PAPER CO. 
Florida: Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


LINDE-LATHROP PAPER CO., INC. 
New Jersey: Newark 
New York New York 


LOUISIANA PAPER CO., LTD. 
Louisiana: Baton Rouge 
Shreveport 


MIDLAND PAPER CO. 
Illinois: Chicago 


MILLCRAFT PAPER CO 
Ohio: Akron 
Cleveland 


LITHOGRAPHED IN U.S. A. ON KIMBERLY-CLARK LITHOFECT OFFSET ENAMEL, 100 LB. BASIS 


Kimberly-Clark €23 Corporation 


Department Number PPI-3, Neenah, Wisconsin 


Please send me your colorful portfolio which contains specific 
printed samples and complete information on Kimberly-Clark's 


Lithofect Offset Enamel and Trufect Enamel. 


NAME 
FIRM NAME 
ADDRESS 


CITY 


MY PAPER DISTRIBUTOR IS 


MINNESOTA PAPER & CORDAGE CO. 
Minnesota: Minneapolis 


NEWELL PAPER CO. 
Mississippi: Meridian 


OHIO & MICHIGAN PAPER CO. 
Ohio: Toledo 


PALMETTO PAPER CO. 
South Carolina: Columbia 


PAPER MERCHANTS, INC. 
Pennsylvania: Philadelphia 


PETREQUIN PAPER CO. 
Ohio: Cleveland 


QUIMBY-WALSTROM PAPER CO. 
Michigan: Grand Rapids 


ROURKE-ENO PAPER CO., INC. 
Connecticut Hartford 
New Haven 
Massachusetts: Springfield 


ROYAL PAPER CORP. 
New York: New York 


SCIOTO PAPER CO. 
Ohio: Columbus 


SEAMAN-PATRICK PAPER CO. 
Michigan: Detroit 


SENSENBRENNER PAPER CO. 
Wisconsin: Milwaukee 


SHAUGHNESSY-KNIEP-HAWE PAPER CO. 
Missouri: St. Louis 


SLOAN PAPER CO. 
Alabama Birmingham 
Georgia Atlanta 
Tennessee: Chattanooga 


SOUTHERN PAPER CO. 
Tennessee: Chattanooga 
Knoxville 


SOUTHERN PAPER & SUPPLY CO., INC. 
Virginia: Richmond 


TAYLOE PAPER CO. 
Oklahoma: Tulsa 
Tennessee: Memphis 


TOBEY FINE PAPERS, INC. 
Missouri: St. Louis 


TROY PAPER CORPORATION 
New York: Troy 


UNIVERSAL PAPER CO. 
Wisconsin: Appleton 


D. L. WARD CO. 
Pennsylvania: Philadelphia 


WESTERN NEWSPAPER UNION 
Kansas Wichita 
Oklahoma: Tulsa 


WHITING-PATTERSON CO. 
Delaware Wilmington 
Pennsylvania: Philadelphia 


WYANT & SONS PAPER CO., INC 
Georgia: Atlanta 


HONOLULU PAPER CO 
Honolulu, Hawaii 


KRUGER PAPER CO. LTD. 
Montreal, Que 


SMITH, DAVIDSON & LECKY, LTD. 
Vancouver, B. C 


2 


J 


SEND 


FREE BOOKLET! couron 


TODAY! 





381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘“*“SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense’’ articles in book form as 
a permanent reference work. 
Handsomely-printed and _lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois St., Chicago 


AI ECE 
ALES 


what you pay for. Make your crea- 
tive assignments in direct mail at- 
tractive to the best talents, not only 
through pay but also through pres- 
tige, and your work in this medium 
cannot help but prospe: 44 


Selling Aids... 


New Lists Sometimes Help 
Listless Mail Results 


If your old mailing list is sudden- 
ly pulling something less than what 
might be called, “a vigorous re- 
sponse,” perhaps it needs a new 
lifeline in the possible-prospects 
category. The following lists have 
been brought to AR’s attention re- 
cently 


W. S. Ponton’s 
List O’ Trades 


A comprehensive 
catalog with over 
12,000 mailing list 
classifications has been published 
by W. S. Ponton Inc 

The mailing lists cover an almost 
unlimited variety of categories, and 
each list is compiled by electroni 
selection to insure current, “live” 
prospects faster. 

Details on the company’s print- 
ing services, and an_ addressing 
service that enables the user to re- 
ceive the advantages of particular 
lists without the necessity of pur- 
chase, are also included in the cata- 
log 

Copies are available 


for more details circle 314, page 139 


Custom-Built A research ser 
Mailing Lists 


Vice 
offering custom 
compiling for more 
effective mailing lists is described in 
a folder from Market Compilation 
and Research Bureau, Hollywood 

The service, in brief, draws up a 
profile ol the user's best prospect 
for sales efforts by checking domi- 
nant characteristics showing up in 
the present customer list. After at 
taining the profile, the service then 
cross-checks its own list sources fo1 
the given characteristics. The fin- 
ished result is a custom-compiled 
mailing list closely paralleling the 
client's best custome 


Copies of the fol 


for more details circle 


The Nation's A 
Newspapers all the 
weekly newspapers 

published in the 49 states, the Dis- 
trict of Columbia and Hawaii, has 
been released by the Luce Press 
Clipping Bureau, Chicago 

The list is not only authenticated 
by a registered Certified Public 
Accountant, but, according to John 


P. French, Luce 


general manage) 


Solve your 
Selling 
Problems 


WITH 


professionally created 


® CATALOG COVERS 
@ PRESENTATION BINDERS 
@® PARTS & INSTRUCTION 
MANUAL COVERS 
e VINYL HEAT SEALED COVERS 
e INDEXING 


SALES HELPS 


designed for you! 


Our specially trair 

create r redesign y 

cover. An expert salesman also 
specially trained in the cata 
field s at your immediate 

to assist you in solving your pr 
lems. Ideas and samples subn 


without cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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“if there is any paper obtainable 
that is not on this list, we will sub- 
scribe for and begin reading it 
within two weeks of the date we 
are advised of it.” 

The list includes 300 metropolitan 
dailies; 1,477 other dailies; over 
2,000 urban and suburban weeklies, 
and approximately 4500 rural 
weeklies. It is broken down into 
these four specific categories, which 
make it helpful for publicity mail- 
ings to one or more groups. Each 
grouping is listed alphabetically and 
by states. 

Copies are available. 

- « for more details circle 316, page 139 


New Pamphlet Introduces 
Mailing List Series 


You owe yourself the pleasure of using s book 
q } é using smooth | ili 
A new boo on mailing lists 
working Crescent Hot Press illustration board : - ; , 


a introduces a direct mail series pub- 
It's America's number 1 pen and ink board! ae by Planned Circulation, New 
/) ork. 
{ ST 1 ae ae Tea a Entitled “The Function of Mailing 
uists i irect Mail Advertising,” 
WISH PT ai) Mm TN NY Lists in Direct Mail Adve sins 
this introductory study was written 
by Planned Circulation president, 
Mary Bertha McGuire. It covers the 
mailing list and its ensuing prob- 
lems from three specific points of 
view — the list owner, the broker, 
and the user. In addition, the book- 
let also outlines an approved meth- 
od of handling test addressing, rec- 
ord-keeping, returning addressed 
A MONEY-MAKING MUST material, ete. : 
her booklets planned for this 
FOR RETAIL BUSINESSMEN! Other booklets planned fo 


aa | series will include information on 

New 1959 Edition | “How to Find the Buying Power 
List for your Product,” by David 

& £ TA A L | Margulies, Damar Products Inc: 

“List Testing,’ by Harry Hites Ji 


hy A L i 4%, Kiplinger Washington Editors, plus 


many others. 
— MA a U A L The entire series is being edited 
20,000 by Mitchell Gresser, American In- 
stitute of CPA’s. A copy of this first 
study is available. 


effortless way of producing superior pen and inks 


Formerly Chicago Cardboard Company 
1240 N. Homan Avenue « Chicago 51, III 


NOW © 1593 fresh, different, tested and proven retailing ideas. 
1m AT © 480 pages of answers to problems facing every retailer. 


Here is a wealth of sparkling, proven suggestions 
worked out in detail for you to pick up and use for 
your business. They need only your touch to turn 
Advertising; Displays That them into a gold mine of profit opportunity. Manual : 
- s fully illustrated. Contains eleven complete sections < ) 
Sell jeas ar >roducts 1 J I section We 
a Idea is ; "y - covering virtually every phase of advertising, pro- Ga Hara Interprets 
lanagemen rofit Ideas r , : 
motion, marketing and merchandising. You'll find ° 
salesmanship; Sales Pro new advertising ideas, publicity gimmicks, store traffic Confusing Postal Laws 
motior easonal Promo builders, new twists for wringing more sales from 
tions: Traffic Builders customers and ringing up more dollar profits on . . 
What Makes People Suc your cash register An invaluable guide through the 
essful; Complete Glossary 


mang a MAIL THIS COUPON FOR YOUR FREE BROCHURE maze of new and old postal laws 


is available in the “Postage Econ- 
omies” booklet from Gaw-O’Hara 
Envelope Co., Chicago. 


for more details circle 317, page 139 
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NATIONAL RESEARCH BUREAU, INC. 


Dept. AR-3, 415 North Dearborn Street, Chicago 10, Illinois All classes of regular mail are 


| 

| 

| 

| covered in the manual plus special 
service details, international mail 
| 
| 
| 
| 
| 
| 


Please send me your Free illustrated brochure which gives me detailed information about the 
National Research Bureau's Retail Advertising and Sales Promotion Manual 


Title pointers, and the results of tests on 
various mailing methods. Also in- 
cluded are tips from test results on 
the use of color in mailings, and de- 
tails on a variety of envelope styles 
currently available for mailings 


ne State 


po----- 


ann an iahaeamamnil 


for more details circle 318, page 139 
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Sales Promotion 


... with the Miniature Camera 


The 35mm still camera has 
developed 
tool 


into a_ useful 


in sales promotion. 


Here are some actual ex- 
amples of its application. 


>In Santa Monica, Cal., a bake: 
photographs customers’ children and 
sends prints to the parents 


> In Syracuse, N. Y., a rug deale 
uses crisp color slides to obtain mail 
orders for oriental rugs 


> In Los Angeles, a cleaning estab- 
lishment offers “tours” 
attractive but 


through its 
crowded plant by 
posting photographic enlargements 
of its interior on the store windows 


> In these and hundreds of other 
American businesses, photography is 
focused on increased sales. And the 
35mm camera compact, mobile, 
equipped to get its picture unde! 
widely varying light conditions is 
the main photographic weapon In 
the sales promotion arsenal 

The case for 35mm _ photography 
in the sales world has long been ap- 
parent. From the 
snaps a picture of a prospect and 
encloses it with a thank you note for 
the interview, to the giant corpora- 
tion which helps its personnel vis- 


salesman who 


ualize an upcoming merchandising 
campaign lectures, 
photography has presented thre 
main credentials to business 


@ It can convince 


through slide 


e It can charm 
e And it can create new efficiency 


Because it can, a company like 
Brown-Forman Distillers Corp. in- 
cludes low-priced cameras in the 
selling kits of its 175 salesmen. The 
pictures taken by 


photographers range 


these amateu: 

from a new 
idea for a point-of-sale display to a 
smiling retailer with his arm around 
a midget used by the company in 
one of its promotions. Whether they 
appear In the business press or pro- 
motional material, hang on the wall 
of a retail store, communicate ideas 
through the organization, or form 
the nucleus of more efficient files, 
these pictures ultimately mean in- 


creased sales 


> Although the role of the camera as 
a traveling ambassador of goodwill 
cannot be overlooked, photography’s 
most direct contribution to sales 
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promotion is undoubtedly its ability 
to help convince the legion of pros- 
pects who are “from Missouri.” 
Whether the product is a bridge or a 
three-story boiler, an exact dupli- 
cate can be produced from a brief- 
case or a sales promotion kit to let 
the prospect see exactly what the 
salesman’s wares look like. 

In New Bedford, Mass., for ex- 
ample, tire salesmen photograph the 
worn front tires of parked automo- 
biles. The license plate visible in the 
picture is the source for the motor- 
ist’s name and address. The picture, 
plus a letter, often clinches the sale 
of a new set of rubber. The photo- 
graph is convincing. It enables the 
worn tires 
through the eyes of a dispassionate 
third party, the camera. Unlike the 
owner, the photograph is not emo- 
tionally tied up with the car, the 
tires, and the cost of replacement. 


prospect to see his 


> Whether photography is used to 
actually clinch a sales point, to cre- 
ate a climate of goodwill, or simply 
to oil the technical machinery of a 
varies 
with the individual business. Here 
are just a few examples of how 
photography is being used to stimu- 


sales promotion campaign 


late sales: 


© A bowling hall operator’ in 
Bridgeport, Conn., takes available 
light 35mm photos of patrons in ac- 
tion. Sent to selected customers with 
a suitable sales letter, they have re- 
sulted in a number of bowling teams’ 
using his place of business. 


land- 
scaping done by a Dallas, Tex., firm 
are made by salesmen to save the 
trouble of making detailed descrip- 
tions of property to show new pros- 
Prints left with customers 
contribute to word-of-mouth adver- 


@ Progress photographs of 


pects 


tising 


® Outstanding installations of a 


leading meat processing machine 
manufacturer are photographed by 
managers and 


regional given to 


salesmen for demonstration pur- 
poses to eliminate traveling with 


heavy equipment 


® Salesmen of a machinery and tool 
manufacturer in Worcester, Mass 
use staff-taken photographs of new 
and used machine tools in thei: 
supplement detailed 
written descriptions. 


catalogs to 


e A White Plains, N. Y., real estate 


salesman photographs prospective 
buyers in houses under considera- 
tion often finds these shots clinch 


the sale 


e A Boston firm photographs new 


shipments of antiques. These are 


70 + qo * March 1959 


sent to prospective customers. 


© A Cleveland barber gets a good 
deal of publicity by occasionally 
substituting a camera for a mirror 
to show patrons the result of his 
handiwork. A picture of the back of 
the customer’s head is sent to him 
as a gag goodwill gift. 

Enlargements decorate the walls 
of his shop. The pictures are re- 
printed in booklet form. 


e The president of a Santa Clara, 
Cal., engineering firm uses color 
slides taken by himself and his staff 
in attractive presentations. He has 
supplied 250 kits of slides to dealers 
to show the utility and line con- 
struction work done by the com- 
pany. 


© A Miami florist sends a 35mm 
transparency of the exact floral ar- 
rangement purchased to customers 
who place orders over five dollars. 


® Color slides of a Boston hotel and 
its facilities, taken both by guests 
and members of the staff, are used 
to promote the hotel’s services. 


Film Shows Economy Of 
Photo-Reproduction 


How to shave expenses through 
photo-reproduction is the subject of 
a new movie introduced by East- 
man Kodak Co. Entitled “Photo- 
Reproduction,” the 23-minute color 
movie explains how the method can 
be profitably used by organizations 
large and small. It is geared to the 
needs of industrial, business and 
professional groups. 

Typical subjects taken up in the 
film include use of intermediates as 
“second originals’ in the photo-re- 
production process; use of photo- 
drafting techniques to cut drawing 
revision time, and the photo-draw- 
ing technique which 
photography with 
drawings. 

Interested 


combines 
engineering 
groups can borrow 
copies of the film for showing by 
writing Graphic Reproduction Di- 
vision, Eastman Kodak Co., Roches- 
ter 4, N. Y 44 


New Pencil Sharpener 
Guaranteed For Life 


A new pencil sharpener, designed 
for artists and draftsmen requiring 
fine-pointed pencils, has been made 
available by Par Enterprises, Box 
23, Northbrook, Ill 

Designed on the principle of sand- 
paper block pencil points, the differ- 
ence is that the Everlast pencil- 


® Rural service engineers of a pow- 
er company use color slides taken by 
company personnel to convince 
farmers of advantages of power use. 


© A Rochester, N.Y., realtor photo- 
graphs every property listed with 
him so that prospective customers 
can indicate their preferences before 
viewing the property. 


© A leading candy manufacturer 
familiarizes its personnel with sales 
promotions by slide lectures sent to 
all regional managers. 


> From the results of these and 
countless other tests of photography 
as a sales promotion tool, American 
business has reached a simple con- 
clusion: Photography is not only 
fun, it’s FUNctional. 

And because it is, the sleek, black 
35mm camera strapped around the 
neck is no longer the exclusive hall- 
mark of the tourist. It could be, and 
very often is, the identification card 
of the progressive businessman who 
knows that three eyes focused on 
increased sales are invariably bette: 
than two. 44 


pointer carries a lifetime guarantee 
It is constructed with a tungsten- 
carbide sanding surface instead of 
regular sandpaper. The tungsten- 
carbide particles are permanently 
fused to sheet steel. The sanding 
surface is said to never clog or be- 
come dull. a4 


Wet Brushes Stay Put 
With Portable Holder 


A portable clip-on attachment 
designed to hold wet oil or wate: 
color brushes while painting has 
been introduced by Endlich Prod- 
ucts, 138 W. 19th St.. New York 


The metal, portable brush attach- 


Portable brush file 
shown here with stand) keeps brushe 


Squared away 


and palette knives handy, out of trouble 
while painting 





WANT THE PRODUCT 
TO SPARKLE ?...USE 
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This brighter, whiter Hammermill Opaque lends added brilliance to 
everything you print... helps you display products with a flourish. 
Colors sparkle against its exciting white background. Black and white 
illustrations get crisp contrast, too. Turn the page to see. 





COLOR OR BLACK AND WHITE Solids, tones — colors or black and white — 


all come out clear as a bell on new white Hammermill Opaque. Look at the whiteness. 


This brilliance breathes life into your printing. You can get the brighter whiteness 
of new Hammermill Opaque in English, Pearl, Laurel, and Vellum finishes, in a wide 
variety of substance weights. This specimen printed by offset on substance 70, English 
finish on a 42x58 two-color press. Sheet size 39x51, 16 up. Speed 3,000 an hour. 


HAMMERMILL OPAQUE 


SYLVANIA 


MAN 











ment also is designed to hold 


palette cups and palette knives. 
It will double as a storage box 
since it is designed to fit into the 
brush compartment of a color box 
when not in use. When in use it can 
be leaned an angle, clipped to a 
color box or attached to a stand. 
is available in gold or gray finish. 44 


Ad Agency Offers Film 
Locations Unlimited 


Film locations in Spain, 
Greece, 


ancient 
France, the South Seas can 
all be found in Florida, according to 
a Clearwater, Fla., advertising agen- 
cy which supplies settings for tv 
commercials and other film produc- 
tions. The agency, known as Wesco, 
SsayS Ina recently released descrip- 
tive brochure that it can produce 
“any setting in the world but an 
igloo city” (the climate 

Wesco, han- 
dling regional and national accounts, 
has a subsidiary called Production 
Services which was created 
separate unit to find locations, 
equipment and personnel for north- 
ern film producers and photogra- 
phers. 


, you know). 
basically an agency 


as a 


Production Services will not pro- 
duce the film—only the settings. But 
that they will take care of down to 
the last detail including clearances, 
liability, equipment, 


models. 


personnel 
even 

The brochure describing details of 
the service is available upon re- 
quest 


. for more details circle 319, page 139 


Dry Rubber Cement 
Is ‘Pocket Portable’ 


Rubber cement now 
form which can be 


comes IM a 
carried around 
in the pocket. 

Dry-Stik, a new solid adhesive, is 
a plastic rubber 
leaves a_ thin, 


compound which 
non-sticky 
when applied to a paper 


coating 
surface. 
The paper is said to stick instantly 
when slight pressure is applied, yet 
it can be picked up and 
when desired. 


moved 


It provides a water-proof bond 
which is tight at the edges and does 
not ooze or collect dirt, nor does it 
stain, wrinkle or shrink the paper 
to which it is applied. 

It is odorless, non-flammable and 
non-toxic, according to the 
Dry-Stik c°0:, 
., Chicago. 


manu- 
facturer, 4356 N. Ked- 
vale Av 

A supplementary use is as an in- 
visible paper clip, since a dab o1 
two will bind papers together with- 


out clasps or hole punching. 44 





































SOMETIMES THE IDEA HAS THE MAN 
























































art studio 








eg el eee? | 





slides and filmstrips 





letterpress 





rapid art 
booklets _ silkscreen printing id 





direct mail box easels 


elle e) 


service, inc 





charts and maps 





304 East 45th Street, N.Y 





exhibits and displays 








Murray Hill 3-8215 








FOR ACCURACY 
DEPENDABILITY 
ECONOMY 


Biggest Values On The Market 
Largest Work Areas— 


Smallest Floor Space 


germ 


“Tiaciken: 


MODEL"B” 





LOWEST COST 
UNIT ON MARKET 
lixl4 viewing area 
18x22 floor area 
17x21 copyboard 
400% enlargement — 
and reduction 
e@ Mounted on Casters 
for mobility 


$285.00 f.o.b. 





MODEL “A" 


sem a 


PROJECTS ANYTHING OPAQUE, 
TRANSPARENT OR THREE 
DIMENSIONAL 400% IN TRUE 
COLOR, THRU AND UPON THE 
WORKING SURFACE WITHOUT : 
HAND SHADOW AND IN PERFECT F 
DETAIL. ALSO MAKES LINE OR 
HALFTONE NEGATIVES, 
VELOXES, PHOTOCOPIES, SILK 
SCREEN POSITIVES. 


EXCLUSIVE FEATURES: 






















& 


MODEL *‘C’’ DIRECT PROJECTOR 
Projects Opaque copy, transparencies, 
directly onto the 23x31 drawing board 
allowina the operator to work on 
finished drawings, eliminate transferring 
400%, enlargement, 
450% reduction 
Image can also be 
projected onto 
wall for greater 
enlargements 
and copy can 
be flopped. 


Viewing or Focal Plate Area—24x24” 
Copyboard orea—27x32” 

Floor Area—29x36” 

Parallel adjustments for accuracy 
Mounted on Casters for Mobility 
Pressure back for photo functions 
included in price 
@ No extras 


; $498.00 


f.o.b. Newark 












aad 


Tabour-Tray makes any table a Tabouret ~ $4.98 


Write for Bulletin #101 with complete information aboot 
; sensational Models "A", "BY and "C"'. 


apes b>v M, P. GOODKIN CO. 2 PE an en 
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Confessions Of 


by FRANKLIN C. WERTHEIM, 


DAST SulAWOWS 


ANY EXTREMES 2. 1 could hire an artist everytime | 
from type, lettering, logos, art need a “spot.” 
You dream up the effect you want 
— we'll reproduce it to perfection 


PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Photography anc 


register 
marks 


5. Sometimes getting delivery on sched- 6. peor from a clipbook, | get the stuff 
ule from artists is like pulling teeth Fignt now. 


X-marx printed 

register marks on 
self-adhering cellophane 
tape . for artists, 
designers, printers, engravers 
and photographers. 


. and just thumbing though them 10. | can find an amazing range of sub- 
suggests many a bright idea. jects in my library of clipbooks. 


Simply snap-off a convenient (- 7 

register mark and apply to key (“> 

art, then apply a second mark 

on the overloy in register with 

the first. Your work is assured 

of perfect register everytime s.... 0a 

Enjoy the success and time . 

saved with X-marx the same time, 

Ask your art supply dealer or write direct for give the client 

FREE literature and sample 
bienfang 
products corp., metuchen, n.j. efficient service. 


speedy and 


14. This allows me to take on all com- 
petitors, regardless of size 
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VAR FPP Nestea ll on 


: MMOS 
a Clipbook User Tiny 


" . : LOWEST PRICES! 
irect Mail Consultant PROMPT SERVICE! 


100 8 x 10 100 8 x 10 
Semi-Gloss ©] [ETSY 
dated ied) Photos 


Ay. 


1000 —8x 10 
REPROPRINTS “ 
(Offset Photos) 


ERT! 


TT edad, ener fl 
ingung 


jy) 


4. . . . while clipbook spots run from 


; LOWER PRICES IN LARGER QUANTITIES 
less than Ic a picture to maybe 25¢ One order will convince you our quality 
for a big, beautiful cartoon. 


and service are unsurpassed. 
2 Send for free samples, complete prices and 
— : ordering information. 
SERVING THE NATION’S BUSINESS AND 
INDUSTRY FROM COAST TO COAST 
T. a COMMERCIAL PHOTO 
L 
$ 


3. But artists cost money... 


PRINT SERVICE 


65A JACKSON STREET 
PROVIDENCE 3, RHODE ISLAND 


Project Sharp Images _ 
\ DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
7. Some of my friends claim | have a 


parsimonious streak 8. But | claim | use clipbooks to save The New Model 44 
: time... 


/ °*Ts e Y ° 
ne Bnew sce scenease r / ld / 
aS STR Ub 
a % , Art production costs 
. drop, earnings go up, 
with an Art-O-Graph. 
* Render _ illustrations; 


visualize layouts; 
“drop in” keyline ele- 


iw 
YY 


z 


ments; capture per- 
natalia oo a : 
spectives; match let- 


, tering; insure accura- 
12. There are clips to help me make cy; fast scaling; elimi- 
sales... nate stats. No trac- 
11. | can even clip a coupon for coupon ings! 
clippers to clip. 


10 Days FREE 
TRIAL—no obli 
gation, no 
freight if re- 
turned 


Write for 
folder! 


Takes up no floor 
yet -[4 Meet eh 
head “dead” space. 


15. So my clipbooks provide me with 16. ...wassail... Art-O-Graph 1A. ENGEL, Inc. 
food... 4837 Emerson Ave. So. Minneapolis 9, Minn 
Continued on p. 76 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x 10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
116-118 W. Ohio St. * Chicago 10, Illinois 
Dept M y Tole ‘ M higar 2.5651 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD ~ 


i that has big 5 « 7 

eo panels that enable 

to make man-sized TV 

suals Perforated video 

ind audio segments on 
background 


No. 72C—Pad Size 14x17 
(50 Sheets—4 Segments on Sheet) 


¢ 


pray 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2/24" video and 
audio panels on gray back 
ground Each panel perfo 
rated 


No. 72A—19 x24 
(50 Sheets—-12 panels on Sheet) 
No. 728—Pocket Size 6x18 
(75 Sheets—4 panels on Sheet) 
FREE SAMPLES 
FOR THE ASKING! 


Write on your letter 
head for 200-page cata 
log of art supplies An 
Encyclopedia of Arti sts! ovr 


Materials re 


Omari’ SupeiAts 
a Lies 


Pt 


yet Ue ee 
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18. All kinds of characters are at my 
beck and call. 


. or forward into the future. 


= =. oe SD om e 
ura ep 


22. | guess when all is said and done, I'll 
go on using clipbooks right up to (23) 


. Yes sir, when | buy and open up a 


new Clipbook, | feel just like Santa 
Claus is paying me a visit. 


SOURCES OF ARTWORK USED ABOVE 


1,20... American Mail Advertising, 610 Newbury St., 
Boston 15 


2, 12-15, 18, 21-23 .. . Harry Volk Jr. Art Studio, 
Pleasantville, N. J. 


3-4,6,17...A. A. Archbold, P. O. Box 20740, 
Los Angeles 


5,10... Latz Letters Inc., 167 W. 10th St., 
New York 14 


. Multi-Ad Services Inc., 100 Walnut St., Peoria, Il. 
8-9 .. . Idea Art, 307 Fifth Av., New York 16 
11... Adverideas, P. O. Box 674, Spokane, Wash. 


16, 19... . Dover Publications, 920 Broadway, 
New York 10 





A bonanza for advertisers 


who want full-color 


at low cost...Krueger’s 


library of 3,000 


Perhaps you yearn for full-color lithographic illustrations 
but you think your budget can't afford them. Krueger 

has the answer: a wide and varied selection of four-color 
separations available to you. Beautiful illustrations — 

in a wide variety of subjects. You will find in our 


library an illustration to fill your needs. 


9y} sjueseid oseniIy[ “VM 


Birds and bees, flowers and trees; wild life, still 
life; Indians, desert scenes, rivers, mountains, sunrises, 
sunsets. Your choice ...at a mere fraction of 


original cost of separations. 


A Krueger Micro-Color representative will show you 
our subjects, classified by categories. Make your selection, 


use them in same size — or reduced or enlarged — 


aN. AO AUVHAIT 


and, presto! you have full-color Micro-Color 


quality at economy prices. 


Write today for your FREE copy 


of Krueger's LIBRARY OF MICRO-COLOR 
CLASSICS, illustrated at right... 


D .WOTOO-OHDIN. AO At 
ISSV'1IO .YOTOO-OUDIN. AO AUVUE 
«dO 1OO- ONDIN. AO 


Pat 


SOISSV'IO .UOIOO-OHSDIN. AO ANVUATT 
SOISSVIO .HOTOO-OHOIN. JO AUVUETT 
OISSW'IO .HOIOO-OHOIN. AO AUVUE] 
SOISSV'IO .UOIOO-OHDIN. AO AUVUETI 


SOISSVWIO .HOTOO-OHDINA. AO 


Yes, | would like a free copy of Krueger's Library of 
Micro-Color Classics directory. 


EXECUTIVE OFFICES AND PLANT: 12821 West Blue Mound Road NAME 


Brookfield, Wisconsin - Phone: Milwaukee, SUnset 6-6000 - TWX Mi-139 rivte 


CHICAGO OFFICE: 600 West Jackson Boulevard - RAndolph 6-7117 
NEW YORK OFFICE: 4 West 40th Street - Suite 301 - CHickering 4-1848 COMPANY _ 


ADDRESS 


This insert created and lithographed in Micro-Color Lithography CITY - 
by W. A. Krueger Company on 70% Glossette Enamel. 





I if you think new items make good premiums— 
I y you ‘d like to sell high- -ticket aisle. for hi gh profit— 


SELL THE NEW 
PARKER JOTTER GIFT LINE 


I \ 


New Parker Princess Ballpoint 


A Sparkling lattice of filigree engraved on pink, 
beige, turquoise, blue or black enamel cap. Electro- 
plated ; gold barrel. Retail $5.00. 


B Gleaming enamel finish in pink, beige, turquoise, 


blue or black. Retail $7.50. 


C Hand engraved with delicate floral pattern on 
white or black cap. Retail 510.00. 


New Minim Jotter Ballpoint 
RETAIL $25.00, 14 kt. solid gold cap and barrel. 
D Just a filter tip taller than a king-size cigarette. 
No clip. Travels like a house key in pocket or purse. 
12 kt. Gold filled cap and barrel—$8.75 

12 kt. Gold filled cap, plastic barrel—$5.00 


V. I. P. Jotter Ballpoint 

RETAIL $5.00, $8.75, $12.50 
E A man’s pen. Chrome cap with rugged plastic 
barrel, polished to a gleaming finish. Famous Arrow 
Clip marks the \V.I.P as the pen for men who want a 
fine writing instrument. $5.00 model shown. 


Send orders and inquiries to: 
All new Parker gift balipoint pens have the exclusive Mr. Russell Livingston, Business Gift Sales Manager 
Parker T-Ball textured point—won't skip on any The Parker Pen Company 
normal writing surface—writes clean—writes dark! Court & Division Streets 


Janesville, Wisconsin 


REMEMBER THE ASNA SHOW MARCH 20-23 SEE PARKER AT ROOM 888-889, PALMER HOUSE, CHICAGO 


+> The ies: Pen open 0 


BY THE MAKERS OF THE WORLD’S MOST WANTED PENS 


47 1959 BY THE KER PEN COMPANY, JANESVILLE, WI NSIN A. TORONTO, ONTARIO, CANADA 
* PARKER TTER AND T-BALL ARE REGISTERED TRADEMAR F <> THE PARKER PEN MPANY 


78 co * Mareh 1959 





Premiums Come of Age 


The national brands are beginning to dominate the 
premium field, according to this premium buyer, 
based on his observations of the industry and of 


recent Premium Shows. 


By Gordon C. Bowen 
President 


Premium Advertising Assn. of America 


When an astronomical sum like 
two and a quarter billion dollars is 
spent in one year on merchandise 
to be given away or sold at a re- 
duced cost in order to increase the 
sales of other products, premiums 
and sales incentives have become 
a pretty big business. 

More has changed in the premium 
field than size, however. Bigness 
has brought a change in the char- 
acter and quality of premium offers 


as well as in quantity. 


> Back in the unlamented days of 
the depression, and even before, the 
emphasis in premium offers was on 
“bargains” rather than quality. The 
thinking behind most premium pro- 
motions was that they appealed pri- 
marily to people at the bottom of 
the social and 
Some 


ladden 
of the 
advertisers using premiums had a 


economic 


but by no means all 


barely-concealed contempt for their 


customers which showed in the 
shoddy 
fered 


What a contrast today! 


premium merchandise of- 


First gradually, then with great 


after World War II, the 


rapidity 


most successful premium and sales 
incentive promotions became those 
which offered the best quality and 
the best 
“depression 


values. Premiums as a 
tool” proved to be 
nothing but a myth; premium pro- 
motions worked even better during 
the most prosperous days the coun- 
try has known 


> Probably the most visible meas- 
ure of the increasing quality of 
premium and sales incentive mer- 
chandise during recent years is the 
tremendous increase in nationally 
advertised brands 

Even before World War I, there 
were a few prominent brand-name 


manufacturers merchandise 


whose 
was consistently used as premiums. 
since World 


every im- 


But it has been only 
War II that 


portant consumer goods brand has 


virtually 


been represented in the premium 
operation. 

The Premium Advertising Assn 
of America’s national exposition, to 
be held at Chicago’s Navy Pier 
from April 6 through April 9, will 
not only have a record number of 
exhibits but a record number of na- 
tionally brand 


advertised name 


products on exhibition. 


There are two major develop- 


ments in premium advertising which 
have brought about this situation 


e The first of these is the demands 
of premium users. As it became ap- 
parent that today’s consumer was 
unrelenting and uncompromising in 
her demand for both quality and 
value, use of a known brand as a 
premium became even more ad- 
vantageous. 

For one thing, it saves advertis- 
ing space in promoting the offer 
mention of the brand name estab- 
lishes the image of quality, value 
guarantee, etc. that would other- 
wise require many words of copy 
For another, it enhances the repu 
tation of the product being pro 
moted to have it associated with a 
desirable brand 


@ The second reason for the growth 
of brand names in the premium 
field is a result of the changes in 
our marketing and distribution pic- 
ture. 
Most 


virtual disappearance of fair 


important of these is the 
trade 
in many fields. Rightly or wrongly 
(and we think wrongly) some man- 
ufacturers felt that use of their prod- 
undercut the 


established retail price through thei 


uct aS a premium 


normal channels of distribution 


As fair trade went out the wir 


dow, there was no longer any 


son for witholding of thes« product 

from the premium market 
Along with the decline ol 

trade came another related chan 

Fat mark-ups and 

gins were cut by aggressive 

ing, especially, but not excl 

by the discount houses 

tively mall pe init 
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Promoters 


that really 
9 
promote z< 


premium quality 


Balloons Imprinted with your 


company name, these 
colorful balloons are available in all sizes 


shapes and colors — low-cost, high impact 


imprinted balloons will add punch to any 
promotion! 


Fairs 


Premiums 
Giveaways 

Direct Mail 
Point-of-Sale 

New Products 
Special Events 
Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


Derk Bal Tideed 


for the moon! 
Get this 


9 
oN 
niet) 4 
No need to look sky 
high for good salable 
label ideas. We have 
a real down-to-earth 
collection — yours for 
aire) eh Ame Abele o 
for Book P-239. 


THE BROWN - BRIDGE MILLS,INC. 
TROY, OHIO 
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premium sale suddenly became 
quite attractive to many manufac- 
turers of the kind who once would 
rather have sold ten units at a 
$1 profit than 100 at a dime profit 

It is pretty obvious that in orde1 
to make a premium offer attractive 
to the consumer, the supplier of the 
premium has to shave his price 
pretty closely. No premium buye1 
worth his salt will run a promotion 
unless he can feature the exception- 
al value that the premium repre- 
sents. No responsible premium buy- 
er wants to see a_ supplier lose 
money, but he does want to pass 
along the savings in volume and 
distribution cost to his customers 


> There are lots of other important 
factors in the premium picture that 
cannot be touched on in a sketchy 
summary like this one. The main 
point to be noted by anyone con- 
cerned with merchandising and 
sales promotion is that premiums 
have come of age 

Look at just a few of the brand 
names now very active in the sell- 
ing of their products as premiums: 
American Thermos, Ansco, Burpee 
seeds, Club Aluminum, Columbia 
Detecto, DeWalt, 
Eastman Kodak, Ekco, General 
Electric, B. F. Goodrich, Hamilton 
Skotch, International Silver, John- 
son & Johnson, Leeds, Lehn & Fink, 
Lionel, O-Cel-O, Oneida, Oster, 
Polaroid, RCA, Regal, Revere, Ron- 
son, Silex, Sylvania, Wearever, 
West Bend, Westinghouse, Wilson, 
and Zenith 

My apologies to the hundreds of 
other companies between A and Z 
whose names I have omitted. But 
this short list (taken from the 1958 
New York Premium Show) gives a 
small 


Records, Cory, 


indication as to how great 
the brand-name growth has been 


> Having stressed the growth of 
brands, it is important to point out 


that a brand 


well-known nam¢ 
helps on a premium promotion, but 
it is neither everything nor even 
the most important thing 

Brands are important because 
they symbolize quality and value 
But as between a relatively cheap 
premium bearing a known brand 
name and a much better premium 
without a brand name, I would take 
the better one if both are com- 
parable in Word-of-mouth 
and consumer satisfaction are very 
important. The “better mousetrap 
axiom still works when it comes to 


premiums. 


price. 


Brands are least important in th: 
very important premium area where 
novelty and uniqueness is the key 
to the promotion. Of course, if you 


can come up with a unique pre- 
mium made by a “name” manufac- 
turer you will be approaching the 
premium advertisers’ dream. 
Dreaming, however, is a hazar- 
dous pastime in merchandising and 
promotion. Hard facts and hard 
selling are required to translate the 
dream into the sales dollar. 


> And the hard facts in today’s sell- 
ing are that any premium promo- 
ter must first meet the taste and 
demands of his market for top 
quality and excellent values fairly 
presented. The era of “schlack” in 


premiums has long since gone. 44 


Color Pages Shown 
From New Prize Book 


A circular describing some inter- 
esting possibilities in incentive pro- 
gram planning is available from 
Richards-Barnett, New York 

The mailing piece is part of an 
actual press sheet showing two of 
the full color pages from the prize 
book. Price ranges in the catalog 
are separated into product cate- 
gories ranging from approximately 
$5 each gift to a $25 per gift sec- 
tion. The balance of the book shows 
gifts ranging in price from $30 to 
$100 

The circular also gives some de- 
tails on the company’s sales contest 
packages, complete incentive cam- 
paigns including travel programs 
and the possibilities concerning cus- 
tom-built promotions 


. for more details circle 303, page 139 


Vari-Vue Change Trays 
Help Impulse Sales 


Novel counter change trays, cur- 
ently boosting sales for retailers 
are the Vari-Vue trays created by 
Pictorial Productions for the R. J 
Reynolds Tobacco Co. The trays 
show one picture from a distances 
and a quick-reminde1 sales-view 


as the viewer gets his change out 


it 


Counter Salesmen 
Vari-Vue tr 





A repeat of a change tray orig- 
inated by Pictorial for Camels sev- 
eral years ago, the new Vari-Vue 
trays are slanted at Winston and 
Salem cigarets. On the Winston 


tray, which is bright red butyrate, , Increase your 


the viewer first sees the Winston 


pack and slogan, then the dealer’s 
reminder “Need Cigarets” as the ‘ 
view changes. On the green Salem o— 

tray, the cool typical Salem ad : 

scene shows a couple on a rock 

near a brook with the Salem pack 


and then changes to “Cool and Re- 
freshing.” 44 


Salesworthy ... 


New Premiums Ideas 
Introduced to Field 


The variety of items that can 
prove worth while as premiums is 
apparently unlimited. Among the 
more interesting to cross AR desks 
are the following: 


Rainb m ... With Arthur Thompson letterheads illustrated by full-color sea- 
en transparent pape! sonal designs. Their attractiveness will gain your prospects atten- 
Clips clips in eight colors 7 


tion; their timeliness will hold his interest. 
have been intro- 


duced by Magiklip Corp., New York Arthur Thompson Holiday Stationery offers more than fourscore 


In addition to the colorful quality different designs illustrating holiday and seasonal occasions through- 
that makes a deluxe item out of an out the year. Think of the many occasions this stationery can do a 
old standby, the clips offer a simple selling job for you. ...03 aster, Mother s Day, Father's Day, Jenesapeal 
means of color-coding filed ot giving, Christmas, New Year's, Valentine’s Day, etc. These designs are 

= the finest available anywhere, yet their cost is low. Just a one-color 

Saree epee. Sheer Sept run to imprint your own personal message is all that is necessary. 
tions suggested includ . 
classification of sales accounts Arthur Thompson & Co. Holiday Stationery is available through 

printers and lettershops or from your nearest Arthur Thompson 
, i lama distributor. If you want one of our complimentary 1958-1959 All- 
Year Portfolios that displays the entire line, please ask the nearest 
Arthur Thompson distributor or write us direct. Let this stationery 
give your next letter the appeal of an expensive individually-designed 
promotion piece. 


due dates 
past due accounts 


The “Rainbow” clips are approxi- 
mately half the size of a standard 
metal paper clip, and are available 


in a variety of packaging that ranges Waa nen. THOMPSON ba aie 
from refill “polibags” to custom- af 
made, imprinted gift boxes. 109 MARKET PLACE «+ BALTIMORE 2, 

Prices listed in an illustrated leaf- 
let range from $1 for 1,000 clips in 
the economy package, to $1.95 for 
1.500 clips ina crystal-clea box 


for more details circle 304, page 139 


Duncan Hines = The 1959 editions of TOP A | fy | ERS 
Guide Books both “Ad <A 


Adventures 
in Good _ Eating” 


and “Lodging for a Night” have : BY APPOINTMENT FOR 


been entered in the premium field National Biscuit Co., Westinghouse, Kraft Foods, 
. "i t . t » Citize 
on a full-scale basis—by the Duncan =s—- = De + — = Agriculture, ‘ieee Southern 
; yxy National Bank, ond many others 
Hines Institute Inc ? Ithaca, N.Y = ta 


Both books have been extensively 


revised with new full-color covers \ , | PROMOTIONAL HATS 


and list information on how to find n a tradition of quality workmanship and crea- 
the places what the 5 ‘we ingenuity 
I C3 C nreferred 
reader can expect to pay, preferred Novel Ideas Developed Especially For Your Firm. 


food specialties, days and hours 


1 1 30way 
Se Berea Seer ee ee ARLING ON HAT co. INC. New York 3 

} € 0 
and telephone } a 


numbers where res- 


ervations are required For ea 
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PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 

open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


ACCO PRODUCTS 


ledensb Ni York 


co * Mareh 1959 


reference use, all listings are ar- 
ranged alphabetically by state and 
town. 

“Adventures in Good Eating” 
now lists 3,500 places to eat in North 
America, Hawaii and Puerto Rico. 
“Lodging for a Night” lists 4,500 
places to spend the night in North 
America. 

Additional information is avail- 
able from the Public Relations 
Dept., Duncan Hines Institute, Itha- 
ca, N.Y. 


Surface Information on a 


surface level of 
Plexiglas 


Level 
acrylic 
plastic is available from Johnson 
Product Co., Milwaukee. 

The instrument is a radial level, 
15s”" in outside diameter, with an 
accuracy of 60 minutes of arc. Filled 
with a non-freezing liquid, and 
sealed with a special epoxy resin, 
the level is reported to be virtually 
indestructible. It is available with 
white letter imprint on a red lacquer 
finish. Prices quoted in the literature 
range from $1.04 per unit in mini- 
mum orders of 25 to 75c per item 
in 1,000-lot orders. Prices include 
individual, white-covered, setup 
boxes 


. for more details circle 305, page 139 


Modern 
Maxims 


A boxed collection 
of printed proverbs 
for use as an off- 
beat “icebreaker” has been intro- 
duced by Osborne-Kemper-Thomas 
Inc. 

Using a touch of absurdity, to 
breathe life into solemn cliches, the 
modern maxims have been designed 
around a wry group of characters 
whose appearance belie the sound 
advice they offer. The chuckle-pro- 
voking results include the follow- 
ing: 


@ a happy, bleary and be-whisk- 
ered park attendant impales a scrap 
of paper on his pointed pole and 
points out: “If you want a place in 
the sun you must expect to get 
blisters.” 


® a glorious hero dressed in a tat- 
tered babushka, uniform and rag- 
bound feet states wearily: “No man 
is fit to command another that can- 
not command himself.” 


® a sad-faced egg-head pronounces: 
“It takes less time to do a thing 
right than to explain why you did 
it wrong.” 


Each card is punched for wall- 
hanging and constructed with an 
easel for desk display. Additional 
information can be obtained from 
Osborne-Kemper-Thomas Inc., Nor- 
wood, O. 44 


ready-to-use- 
art for offset! 


‘CLIP BOOK’ ART awit 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


jee eeeeesreecereescess 


SAVE TIME...SAVE MONEY 


Versatile Loe 


for ART * PRINTING * PHOTO 
LITHO * SILK SCREEN © ENGI- 
NEERING 


Send for Catalog G 
LACEY-LUCI PRODUCTS CO. 
31 Central Ave. * Newark 2, N. J. 


$4395 andup DEALERS: Choice Territories Open 


MYSTIC RACE HORSE GAME 
Perfect Sales Stimulator 
and Attention Getter 
Your ad appears like Magic above the 
tote board together with an exciting photo- 
finish of a horserace. 
For FREE samples write: 
Hollywood Film. Studios 
7021 Santa Monica Bivd. 
Hollywood 38, Calif. 


INVISIBLE INK 
PRINTING 


Kr y 
y NZ 
LS GETS RESULTS! 
Pa) } * 
" ' FREE M.E.M 
: SAMPLE 119-H Ann Street 
Vhe eo Hartford 3, Conr 


Something to 
SPOUT about 


Every issue of ADVERTISING RE 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion 


production, and merchandising 
It's always timely and comprehen 
sive, covering every non-media 
advertising function. It's a com 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time. 


ADVERTISING 
4 REQUIREMENTS 


200 E. Illinois St. * Chicago 11, Ill. 





Ad Ways to Increase 
Sales With a Premium 


Coupon Plan 


Many national advertisers have found that using 
coupons, redeemable for merchandise, has been 
helpful at all levels of distribution. Here, taken 
from a booklet published by the Premium Service 
Co., is a helpful checklist. 


1. Guarantee repeat business . . The coupons awake salesman knows his customers can be a sources 
with your product plus the valuable gifts in your of leads 


But customers need a reason to exert them- 
catalog will keep your customers loyal to your brand. 


selves for your benefit. A coupon reward for leads 


backed by your catalog of premiums, provides that 
2. Increase use of displays . . Coupons redeem- 


able in desirable merchandise can reward salesmen 
and dealers for securing and providing counter, win- 10. Increase sales calls . . You've got to open 


dow and wall space for your displays, changing them doors to close orders. But even commission salesmen 
regularly, etc. 


reason, 


reach a leveling-off point and need a push to get 
them to increase the number of calls. When there are 


3. Create retail traffic . . Displays featuring your valuable premiums waiting, it’s surprising how that 


premium offer will build traffic for your dealers set-out-and-go feeling is restored. 
build sales for your product 
11. Promote follow-ups by salesmen .. Too 
often manufacturers find that salesmen will not fol- 
low up regularly, after a first call. Prospects who 


were costly to get are neglected and sales are lost 


4. Imsure adequate shelf stocking .. If you 
products are in the stock room and not on display, 
sales suffer. A premium coupon in a carton provides 
an incentive for the dealer or clerk to open that car- You can overcome this with a premium coupon plan 
ton, remove the contents and place them on display which promises valuable gifts for regular call backs 
5. Secure leads from non-selling employes. . 12. Encourage regular sales reports. . [rregula: 
Delivery people, clerical and other employes can be a reports from the field may give you a misleading 
source of profitable leads if a merchandise incentive 


sales picture. You may be missing sales opportunitie 
is offered 


by not being able to plan promotion strategy correct 


P ly. If your salesmen know that thorough, regular r¢ 
6. Revive dead accounts . . How much extra 


: ports lead to valuable gifts, you will have given them 
business would you have if a large proportion of 


additional reason to cooperate 
your dead accounts were revived? Provide youn 


salesmen with a coupon incentive for each revived 13. Bonus for over-quota sales .. You want that 
account and you'll have an excellent source of new cream. Why let 


it go to competition? A premium cou 
profits 


pon plan provide s that stimulus to go after those ex 


tra sales 
7. Build off-season business .. Many manufactur- 


ers search for methods of stimulating off-season sales 14. Introduce products in new territories 
They know these are “gravy” profits. Give your cus- You'll give your sales force, advertising and promo 


tomers the incentive to buy off-season and they will tional plans greater penetrating power if you put be 


do so. hind them the extra weight of a premium coupon 
plan 


8. Open new accounts . . In the fight for new 


business, it’s often the product or promotion that 15. Induce salesmen to sell a higher priced line 


offe rs an extra reward that noses - » Salesmen may encounter less sales resistance to 


out the competition 
lower priced item and tend to go al ng with the 
9. Secure leads from customers . . Every wide- tol Th 


added incentive ol 


suodno) winiwadd 





Premium Coupons 


alesmen reason to trade the customer up 


16. Correct specific problems in sales territo- 
ries . . Manufacturers may find unfavorable sales 
conditions arising in certain areas. Installation of a 
premium coupon plan can erase the problem and 


PalS¢ sale 


month after month, year after year. 


17. Persuade retailers to stock a family of 
products .. A premium coupon plan for dealers and 
clerks stimulates purchase and stocking of an entire 
group ol products 


18. Get distributors to push your line . . Dis- 
tributors carry many lines. A coupon plan will keep 
your line uppermost in the mind of every distributor 


alesman 


19. Introduce a new product. . Four out of five 
new products fail. You'll give your new product a far 
greater chance to succeed with a premium coupon 
plan directed to salesmen, dealers and consumers 
The more they sell (or buy) the more coupons they 
receive the more free premiums they can select 
Irom you! catalog 


20. Stimulate sales of your entire line . . Pre- 
mium coupons are a powerful factor in persuading 
salesmen to sell, and retailers to stock, your entire 
line 


21. Switch consumers to your brand .. Premium 
coupons on the package provide that extra something 
that so successfully switches a customer from a com- 
petitive brand to yours and keeps that custome: 
loyal to you year after yeat 


22. Push slow inventory .. Your products may be 
languishing in a warehouse because of strong com- 
petitive advertising and sales pressure A coupon 
premium plan will constantly add extra appeal to 
your products, move them out of the warehouse and 
into dealers’ hands 


23. Introduce a new name for an established 
product. . You can build readership, remembrance 
and buying action by including a premium coupon on 
your package or label and featuring it in your ad- 
vertising 


24. Increase the appeal of a new package. . 
To assure good reception of an old favorite in new 
dress, give it extra appeal with a promise of gifts 


You'll find consumers will accept your package more 


readily and will continue their brand loyalty 


25. Encourage greater consumption of your 
product .. This is a traditionally effective way to 
employ a premium coupon plan. When your cus- 
tomer sees the wonderful gifts available, there is a 
tendency to buy multiple units and use your prod- 
uct more frequently. 


26. Minimize substitutions . . A premium coupon 
plan on a label is a powerful way of influencing the 
consumer to stick to your brand and avoid substitu- 
tions 


27. Sell a family of products to the consumer .. 
When a coupon plan is applied to a group of prod- 
ucts, the sale of one item stimulates the sale of the 
others 


28. Induce people to try your product 
A premium coupon can induce a prospect to try youl! 


product and thereafter return again and again to ob- 
tain more coupons. 


29. Offset price competition . . Consumers who 
collect your coupons are less likely to be lured to 
competitive products by price reductions. 


30. Trading the consumer up to a price 
The incentive of valuable gifts is an excellent method 
of persuading the consumer to trade up. 


31. Push hesitating prospects to take action . . 
Often a consumer will hesitate between two shelf 
products. She cannot make up her mind. Package, 
prices and quality seem equally desirable. The prom- 
ise of an extra something . . gifts via coupons will 
help her choose your brand. 


32. Dispose of an old package or model. . 
If you're planning a new package or model you can 


use a premium coupon bonus to move the old one 
quickly 


33. Bring your name or trademark into the 
home .. A premium catalog with your exclusive ad 


on the cover is a daily reminder of your name, trad 
mark and product. 


34. Secure interest of children . . Youngsters are 
always avid for new toys. A premium catalog is a 
wonderland to them. They'll make it their business to 


persuade Mom and Dad to buy your product reg 
ularly 





With a Premium Coupon Plan 


35. Sell the adult market with a premium de- 
Signed for children . . Adults can be induced to 


buy your product with the offer of desirable gifts fon 
their children 


36. Increase the appeal of a package band or 
multiple pack .. Add to these 


ment of a premiun 


the special induce- 
1 and you're ahead of competition 


37. Arouse trade interest . . Use of a coupon plan 
will add excitement to your new product, service o1 


promotion 


38. Stimulate dealer direct mail and advertis- 
ing .. Many manufacturers’ expensive brochures are 
gathering dust on dealers’ shelves. Many dealers 
won't avail themselves of advertising allowances 
They don’t see the benefit to their 
mail and advertising. But 
beautiful gifts they 
will do so 


business of direct 
show them a catalog of 


‘an have for acting—and they 


39. Stimulate local publicity - - Sales are made on 


the local level and can be achieved by dealer public- 


ity in local media. It may not be enough to furnish 


them with releases and instructions on how to place 


them. Add that extra incentive, gifts they and their 


families want, to get them to act 


40. Stimulate use of sales training materials. . 


Instill knowledge about your product and how to sell 


it and you ve turned the clerk from 


an order take1 


into a salesman. Back up your sales training material 
oupons for valuable gifts. Your products will 


41. Provide advertising copy appeal. . Reader- 
ship studies show that an offer of a desirable pre- 
mium will increase ad appeal. A premium coupon 


plan provides material for basic, powerful advertis- 
ing copy 


suodno) winiwaid 


42. Reward for proper demonstration of your 
product... Are you losing sales because your prod- 
uct is not being demonstrated correctly? Reward 
sales personnel for the effort required and your sales 
will rise. 


43. Find out who is buying your product. 
You receive the name of every person who redeem 
your coupons. Use these for customer research, for 


building your mailing list 


44. Check effectiveness of radio and tv pro- 
grams .. A bonus coupon offer will give you tangi 
ble proof of the effectiveness of your program in get 
ting people to act 


45. Special sale offer . . Your special sale can 
immediately move a large volume of goods with the 
help of a premium coupon plan 


ers into repeat buyers 


can convert try 


46. Speed the sale of slow sellers . . Assigning 
extra coupon values to your slow sellers will 


courage sale 5 


en- 


47. Compete successfully with giants in your 
industry .. The history of premium coupon plans 


shows that smaller companies can successfully hold 


and increase their market position de spite the large 
ad budgets ol compe titors 


The Best of AR ... This series of outstanding articles is now available in reprint form at 
25c each. Order by number from AR Reprint Editor, 200 E. Illinois St., Chicago 11. 


A Basic Guide to Specialty Advertising 


A Basic Guide to Television Commer 


cials 


105 Ulcer Reducers for Exhibitors 
What Makes Good P.O.P. Advertising 
How to Save on Your Printing Bills 


Do's and Don’ts for Premium Buyers 


A Basic Guide for Paper Buyers 

A Basic Guide for Advertising Photos 
A Basic Guide to Business Films 

A Basic Guide to Direct Mail 

A Portfolio of Typefaces for Admen 
A Basic Guide to Packaging 





Ingenious Portable Kit 
Demonstrates Drill Rig 


By William J. Alexander 
Sales Promotion Manager 
Continental-Emsco Company 


Dallas 


Continental-Emsco Co., manufac- 
turers and suppliers of major oil 
field drilling and producing equip- 
ment, has recently designed a new, 
highly versatile drilling rig. 

One of its most important features 
is that it is completely sectionalized; 
i.e., each engine and transmission 
unit is in a separate package. This 
means that the drawworks and en- 
gine packages can be _ transported 
separately on individual trucks. For 
this type of equipment, this is ex- 
ceedingly portable 

Another very important feature 
is the flexibility of the power mud 
pump drives. They can be driven 
from the side, that is, attached to 
an engine section, or rear drives 
that would be from the back end 
of the assembled rig 


> To the layman, this is obviously 
confusing, and it isn’t simple to ex- 
plain even to those familiar with 
this equipment. 

The main involved is 
the ability of the salesman to ade- 
explain the versatility of 
the rig to the customer in some 


technical detail and still create a 


problem 


quately 


clear image in the customer’s mind 
as to what and how it can be done. 
A device to help the salesmen do 
this became readily apparent. 

We investigated with our adver- 
tising agency, Rogers and Smith, the 
possibility of making die-cut pieces 
of each component part. When this 
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was done, there were so many pieces 
it was decided to find a way they 
could be conveniently carried. A 
green vinyl plastic carrying case 
was designed to hold the pieces, and 
still be small enough to fit into the 
salesman’s brief case. 


> The rig kit is in multiple color, 
thereby showing the various work- 
ing elements: drawworks, engine 
sections, console, drive chain and 
pump drives. Some of the pieces are 
quite small and easily lost. There- 
fore a special pocket for them is 
provided under the flap of the car- 
rying case. 

The small component parts are 
transferred to various positions de- 
pending on the type of rig being 
assembled. In order to make each 
piece fit firmly and securely, a mag- 
net is buried under each position 


on the base parts, and a piece of 


steel in each of the small compo- 
nent parts. This allows the small 
piece to fit securely in place with- 
out the problem of fitting die-cut 
pieces together like a jig saw 
puzzle. The base’ pieces’ are 
1” thick with the magnets dropped 
into exactly sized holes and the 
entire bottom of the unit covered 
by one piece of paper. 

> Production was somewhat un- 
usual. First, all printing in six-color 
tones was done by screen process 
The paper was then laminated to 
the heavy art board. Holes for the 


magnets and steel were cut and 


the metal inserted. The bottom pa- 


per was then laminated over the 


steel and magnets to hold them in. 

Die-cutting was the next opera- 
tion, and it was here that some 
trouble was encountered. Since the 
magnets were in place, each piece, 
large and small, adhered to the die- 
cutting machine and had to be 
picked off one at a time. Since a 
large portion of the kit is white, it 
meant that all work had to be done 
with white gloves. 

It is doubtful the printer had fore- 
seen all the difficulties, and likely 
did not have as profitable an un- 
dertaking as Following 
die-cutting all pieces were assem- 
bled and placed in the vinyl hold- 


ers. 


expected. 


The sales promotion department 
designed a simple instruction sheet 
used to show how easy it is to as- 
semble and showing the multitude 
of offerings. 


> Success of this demonstrator is 
best gaged by comments from the 
field sales people. A couple of typi- 
cal ones are as follows: 


e*. .. we note that even if the cus- 


tomer isn’t interested in a new rig 
now, it creates a pleasant atmos- 
phere leading to a discussion of fu- 
ture rig requirements .. .” District 
Manager. 


e“. . . was amazed at the interest 


it created with the customers 
Everyone had to demonstrate sev- 
eral settings (they) are very 
effective in getting the customers 
to listen and see what we have to 
offer.” . Drilling Specialist. 


Of course, there has been especial- 
ly good reception in foreign coun- 
tries where selling aids of all kinds 
are most valuable. 

Cost of this item is extremely 
reasonable. Including the vinyl case, 
magnets, steel et al, we paid unde: 
$4 per unit. Sales price for one of 
the rigs it demonstrates is in excess 
of $100,000. 44 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitaker Paper Company 
The Partin Paper Company 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 


Carpenter Paper Company 
Graham Paper Company 


CONNECTICUT 


John Carter & Co 
John Carter & Co 


DELAWARE 
Whiting-Patterson Co 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 

The Jacksonville Paper Co 
The Everglade Paper Company 

The Central Paper Company 

The Capital Paper Company 

The Tampa Paper Company 


GEORGIA 

The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 


IDAHO 
Blake, Moffitt & Towne 
Carpenter Paper Company 


ILLINOIS 
Bradner, Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Company 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Company 
C. J. Duffey Paper Company 


INDIANA 
The Millcraft Paper Company 
Indiana Paper Company, Inc 
IOWA 
Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 
KANSAS 
Carpenter Paper Company 
Southwest Paper Company 
KENTUCKY 
The Rowland Paper Company, Inc 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Company, Inc 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, inc 
The K. E. Tozier Company 
John Carter & Company, Inc 
John Carter & Company, inc 


MICHIGAN 
The Whitaker Paper Company 
Central Michigan Paper Co 


MINNESOTA 

Cc. J. Duffey Paper Company 
inter-City Paper Company 
Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Midwestern Paper Company 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, inc 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 


Hudson Valley Paper Co 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Poper Company 
Aldine Paper Company 
Forest Paper Co., Inc 
Holyoke Coated & Printed 
Paper Co." 
Milton Paper Co., Inc 
Paper Sales Corporation 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc 
Royal Paper Corporation 
The Whitaker Paper Co 
Charles W. Williams & Co 
Bulkley Dunton (Far East 
\Bulkley Dunton S.A 
jChampion Paper Corp., S. A 
Champion Paper Export Corp 
Genesee Valley Paper Company 


NORTH CAROLINA 
Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & 
Paper Company 
The Queen City Paper Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 
OREGON 


Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 
Matthias Paper Corporation 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 
TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co 
Carpenter Paper Company 
Carpenter Paper Company 
UTAH 


Carpenter Paper Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgeraid Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Dwight Brothers Paper Company 
CANADA 
Blake Paper Limited 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio Canton, N. C Pasadena, Texas 





Chrysler Corp. has learned 
that it makes more sense when 


you stress a single idea 


How do you help salesmen get 
more out of sales training films? 
That challenge leads every company 
with a heavy investment in sales 
training to a constant search for 
improvement. There’s a good reason, 
too. Salesmen, no less than the peo- 
ple they try to sell, often resist mes- 
sages. When they generate S.0.5 
(Same Old Stuff) attitudes toward 
filmed messages, the results are as 
inprofitabl as undeve loped filn 
Both the company and the salesmet 
are losers 

To take the “ho-hum” out of thei: 
films, the Chrysler Corp. sales train- 
ing office decided on short sales 
technique filmstrips that give full 
treatment to a single idea or single 
phase ol selling automobiles Now, 
the salesmen get sharp analyses on 
specialized subjects such as “De- 
livery Technique,” “Handling the 
Appraisal,” “Prospect Follow-up, 
and others. 

Of course, this information was 
supplied to some degree in previous 
films, but mixed with other subjects 
on how to sell an automobile. Too 
many sales tips on a variety of sub- 
jects within a single film curbed re- 
tention of the message. Some sales- 
men were inclined to believe they 
were getting a memory course iIn- 


stead of sales help. 


>» This new film approach of selling 
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Baa 
Unusual “Idea Art’ 


4-COLOR BULLETINS 


Fresh impact for your message: 
with lively, colorful letterhead-size 
formats. Pre-printed with light 
touch art and headline. 22 unusual 


24 hour delivery 
at) a ae 
IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 


design 


Ist CLASS POSTAGE for 
3rd CLASS ae 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


Send it with your 3rd class cata- 
log in Du-Plex ... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 
Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class valve for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 
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one idea at a time is receiving an 
effective response from more than 
4,500 subscribing Chrysler Motors 
Corp. dealers and their salesmen. 
The dealers receive a new film 
every month. For example, one film, 
“Follow the Hot Ones,” stresses the 
importance of following up “hot” 
prospects after the initial contact. 

Disclosing that 26% of new car 
buyers considered their purchase for 
a week, 31° took from a week to 
two months to make up their minds, 
and 24°; took longer than two 
months, the film analyzes follow-up 
procedures. A return postcard, en- 
closed with that film, asked the deal- 
ers “Did this film have a message 
for your salesmen?” Of all the cards 
mailed back by dealers, 91° 
“Vos” 

Here are some typical comments, 
taken verbatim from the cards: 


said 


e “Yes. Our = salesmen 
their last sales to this film.” 


attribute 


e “Sure did. We have run it twice 
and intend doing so again.” 


e “Yes! Presented this way, it did 
more to point this out to our sales- 
men than I could do in a year.” 


e “This film aided greatly in getting 
our salesmen back to basic funda- 
mentals.” 


» Much of the favorable reaction to 
the new filmstrip series is due in 
large part to the liberal use of selling 
examples. The film, “You Meet All 
Kinds,” which shows advantages the 
salesman gains by quickly analyzing 
and qualifying each prospect, is typ- 
ical. It emphasizes use of the funda- 
mentals questioning, listening 
for answers, and determining atti- 
tudes that help the salesman budget 
his most 


precious commodity 


time 


Step by step, this film 


various types of prospects how 


covers 


to handle the “hot” ones, how to siz¢ 
up the “cold” ones. The following 
examples from the film narration in- 
dicate how this was done 


All through the film, the salesman 
is shown ways and means to qualify 
the many types of prospects he must 
face in actual sales practice. 


> In summarizing his feelings about 
this new sales-technique film ap- 
proach, one Chrysler salesman put it 
this way: “These films not only take 
you through one door to show you 
the goods they take you through 
all the doors so you get a different 
perspective on the same goods. They 
do a fine job of exhausting the sub- 
ject without exhausting the sales- 
man who wants to retain the mes- 
sage.” 

Whenever possible, humor is used 
to advantage in the films, but only if 
it definitely helps get the message 
across. With the film, “You Meet All 
Kinds,” the company sent out a sin- 
gle-sheet, mail-order advertisement 
announcing a Super Turbo-Hydron- 
ic Qualifying Machine, purported to 
be the only device in the world fo: 
taking the guesswork out of selling 
for telling the salesman who's “hot’ 
and “will buy now.” 

Each salesman at a dealership re- 
ceived this announcement before the 
film showing. This aroused advance 
interest which was followed up in 
the film 
wishful 


opening with humorous, 
attention directed at the 
push-button qualifying of prospects 
Humor was used to draw attention 
to a sales problem and paved th 
way for a serious message 

Reaction to this particular film 
didn’t end when the house lights 
were turned on. A small number of 
parts of the 
filled out 
“qualifying” ma- 


salesmen in various 


country actually orders 
for the mythical 


chine 


WHAT'D HE SAY 7 


o.|).|lUY 


9 aes. 


O —w& 


THEYRE PRETTY Busy BUT wie 
TRY ANO woRK IT IN?” 





> This unexpected show of interest 
gave the film makers an extra op- 
portunity to re-emphasize the points 
discussed in the film. A letter was 
sent to the salesmen. This partial 
explanation is extracted from the 
letter: 

. Dr. Hagenschlager (the ma- 
chine’s inventor) is having trouble 
with the unilateral phase retractors, 
which supply inverse reactive cur- 
rent to the cardinal grammeters. 
This is not an unsurmountable prob- 
lem, but nevertheless one which 
may take some time to solve 
(more detailed explanation). This 
leaves the operator right back where 
he started, and the buying tempera- 
ture of the prospect is still an un- 
known... 

“For the time being, may we sug- 
gest again that if you will accom- 
plish your qualifying by planned 
conversation, intelligent questions, 
applied listening, and a warm, friend- 
ly attitude you will earn the extra 
money to pay for the machine when 
it does arrive. 

(Signed) 

V. R. Heppy 

President 

Super Turbo-Hydronic Qual- 
ifier Co. Inc.” 


> Choice of film subjects 1S largely 
governed by requests from the sub- 
scribing dealers. The films are al- 
ways concerned with some phase of 
selling, with emphasis on the cus- 
tomer’s point of view. And thei 
treatment makes the films timeless 
They can be shown over and over, 
and their message will be just as 
valuable two years from now as to- 
day 

Carefully supervised by the 
Chrysler Corp. sales training office, 
the sales technique films are written 
and produced by Ross Roy Inc., De- 
troit. Each film is designed so that it 
can be used in morning sales meet- 
ings if desired. Produced in full 
color, they are approximately ten 
minutes in length, or about half the 
running time of the previous sales 
technique film series 

Experience gained from the field 
indicates that sales technique films 
can be effective if each one is short 
in time, sharp with emphasis, and 
complete with selling help on one 
specific subject 44 


TV ‘Tear Sheets’ Offered 
Via Automatic Monitor 


TV tear sheets, that assure the 
advertiser his tv spot was actually 
used as contracted for, are avail- 


able now through an automatic 


FREE BOOKLET! Write today and see how Viewlex 


“Salestalk” can bring dynamic controlled sales- 
manship to your business 


Name 
Company Name 
Position 


Address 


viewcex “SALESTALK” c,,ee—- 
Unit Adds Controlled Showmanship to 


Your Sales and Profits AUTOMATICALLY! 


@ Attache Case convenience and portability! 
@ It’s the perfect audio-visual presentation in a package! 


Now Viewlex applies a PROVEN, SOUND-SIGHT principle 
to INCREASED BUSINESS! The new Viewlex “SALESTALK” 
SOUND-SLIDE unit is your own complete “presentation in 
an attache case.” It’s like having a “Showroom-at-your-fingertips 
Your product or service story is told and sold with exactly the same 
perfection and energetic enthusiasm from the first A.M. appointment 
to the last call of the day! 

So light so compact so simple to operate. Sets up in seconds! 
The ultimate in full-powered salesmanship. Through the power of 
dramatic animation, drawings, charts, documentary photographs 
etc in color or black and white your products or services take 
on a new added dimension of importance! They're ALWAYS pre 
sented in the EXACT same way your management team wants it to 

through the controlled sight and sound message of the Salestalk 


Overall Size: 11” x 17” x 5” Weight: 14 Ibs 
Projector: 150 Watts. Filmstrip 
Record Player: 4 speed. Takes up to 12” records. 


Price: $9950 Complete 


Other Viewtalk Sound-Slide Units from $139.50 to $224.50 


1e@w lex. .... 35-18 Queens Blvd, Long Island City N. Y. 
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monitoring system available from 
the U.S. Broadcast Checking Corp. 

Called “Monitoring by Automa- 
tion,’ the new system consists of 
an electronic, multi-tv channel, 
photo-sound system that produces 
video-audio re- 
ports in story board form. 

The system is capable of operat- 
ing on a round-the-clock basis, and 
equipment includes custom-built 
electronic cameras, tv sets and an 


accurate compact 


electronic synchronizing and timing 
device. 


> Clients will receive the patented 
“TV Tear Sheet” consisting of an 
electronically produced page which 
lists commercial times on the left, 
carries a clear 35mm photo of the 
tv scene in the center, and the audio 
script synchronized at right. 

A photograph 
offset printing 


- clear enough for 
can be produced 
every three seconds normally with 
additional speeds possible of 10 pic- 
tures per second. Five pictures are 
generally run on a page, with a 
one-minute commercial running 
four pages. 

Costs are approximately $10 per 
minute for a one-time rate with 
copies running approximately one- 
third of the original cost. Latest 


model printing equipment permits 
production of a tear sheet within a 
half hour of actual tv showing. 


> Client advantages reported by 
USBC include checks on the correct 
films and scripts; the quality of the 
television; competitive commercials 
that are being shown too close; the 
elimination of more adjacent com- 
mercials than permitted, and a 
check on any operational difficulties 
which negate commercials. 
Complete information is available 
from U.S. Broadcast Checking 
Corp., 369 Lexington Av., New 
York. 44 


Persuasion Plus... 


Business Films Continue 
In Entertainment Trend 


While it is primarily true that 
business and_ industrial movies 
should concentrate on persuasion — 
rather than entertainment — the 
fact remains that the films most 
talked about in the field have suc- 
cessfully interwoven entertainment 
into the persuasion theme. Two of 
the more interesting follow: 


CHART-PAK tapes and CONTAK shading film made this 
section of a mechanical layout in 4 minutes 47 seconds 


HOW LONG WOULD IT TAKE 


YOU TO DRAW THEM? 


CHART-PAK - 
Saves time... (jinx) 
Saves money! q 
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CHART-PAK, 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


Chart-Pak pre-printed tapes — in a wide 
variety of circles, squares, arrows, trian 
gles, borders and many other symbols — 
and Contak shading films can save pro- 
duction men countless hours in making 
mechanicals. Pressure-sensitive adhesive 
backing sticks firmly, will not melt under 
heat of reproduction, yet can be easily 
lifted and reapplied for corrections with 


out marring most surfaces. Write for full 
details. 


INC. 


53 River Road, Leeds, Mass. 


Small Business 
U.S.A. 


Prepared for the 
guidance of small 
business manage- 
ment, “Small Business U.S.A. — 
The Story of Main Street” is based 
on actual case histories taken from 
the credit files of Dun & Bradstreet 
Inc. 

The story deals with a number of 
small businesses as seen through 
the eyes of an accountant who asks 
“Is there a formula for success in 
business?” He then proceeds to 
build on that theme and is assisted 
by a lawyer, a banker, a Dun & 
Bradstreet credit reporter and sev- 
eral businessmen. 

Each has a story to tell and each 
is the story of “Small Business 
U.S.A.” The different situations be- 
hind the store fronts are presented 
showing the problems faced by 
these various people and how they 
successfully solve them or fail in the 
attempt. 

The movie script was prepared by 
the public relations staff of Dun & 
Bradstreet Inc., and the film was 
produced by Wilding Picture Pro- 
ductions Inc., Detroit. 

It is 30 minutes long in black- 
and-white and available for a rental 
fee of $2.75 through the distributor, 
Ideal Pictures Inc. 


Artistry For 
Texoprint 


Fine artistry in 
graphic design does 
an aesthetic and 
dynamic job on behalf of “Texo- 
print” for the Kimberly-Clark Corp 

A 12-minute, 16mm sound and 
color movie, the Texoprint vehicle 
Jacks the customary restrictions of 
title or credit frames and relies in- 
stead almost totally on animated de- 
sign to describe the features of the 
product. 

Tempo and suspense 1S created for 
the viewer through an accelerating 
series of kinetic drawings revealed 
typographically, pictorially and au- 
rally in straightforward steps. 

Narration is held to a minimum 
with the spotlight held on the prod- 
uct, and a happy absence of factory 
views, whirling 
cheesecake. 

The entire film from script to 
camera was done by Morton Gold- 
sholl Design Associates Inc. even to 
the sound recording of a pulsating, 
musical score written especially for 
the film. 

In addition to the fine job it has 
done of introducing a product, the 
Texoprint film would make good 
viewing for anyone 


machinery or 


interested in 
buying or producing an industrial 
film. 

Applications for prints of the 
Texoprint film may be made to 
Texoprint merchants or to Kimber- 


ly-Clark Corp., Neenah, Wis. 





Cryilbert Papers 


The brilliance and business-like crisp feel of these, America’s finest 


get attention GILBERT 


. ° . PAPER COMPANY 
. get results. There is a wide variety of Gilbert cotton fibre papers 


bond papers, give added authority to your message... 


. superior for business correspondence and business 


records ... available through your printing supplier and local 


Gilbert Paper Merchant. Ask for samples. 





A GOOD LETTER 1S ALWAYS BETTER...WRITTEN ON A GILBERT COTTON FIBRE BOND 


March 1959 + cD * 93 





How to Add ZIP 


with an Instant Camera 


By Philip M. Morrison 
Publicity Director 
Wesix Electric Heater C 


San Francisco 


Brewing a sales meeting a little 
out of the ordinary is one of those 
problems that continually 
crop up for many of us. And when, 
as in this instance, your audience is 


minor 


made up of ear-slapped electrical 
distributor salesmen who have seen 
and heard most things twice, you 
can see how the problem can be in- 
tensified 

During this particular sales meet- 
ing, which was held in the sales- 
rooms of the Wesix Electric Heate 
Co., we introduced a short pace- 
breaker Polaroid “instant” 
slides that was the high point of the 


using 


meeting 

Now don’t get us wrong. The in- 
stant slide presentation we're talk- 
ing about here was just the comedy 
relief—like the well-placed anec- 
dote in a speech. The meat and po- 
tatoes of this six-hour meeting was 
put across by more conventional 


means 


@ We arranged a conducted tour of 


the factory 


e The salesmen were invited to ex- 
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To add interest to a presentation at its sales meeting, 


this company turned to a Polaroid camera and projection film 


making the audience part of the picture. 


amine newly designed and experi- 
mental heaters 


@ Our chief engineer spoke on heat- 
er development and research, and 
trends in electric heating. 


e A review of our current line of 
heaters with emphasis on exclusive 
features and sales points was han- 
dled by our sales engineer in charge 
of the territory. The summation and 
inspirational sales message which 
concluded the meeting was given by 
the vice-president and general sales 


manager, Thomas J. Mellon. 


So you see there was a lot to di- 
gest even before we adjourned for 
dinner 


> It was during the planning stages 
of the meeting, while we were cast- 
ing about for that extra little some- 
thing, that somebody recalled Pola- 
roid’s recently-introduced 


slide process 


quick- 
Its speed, of course, 
suggested the use to which we put 
It 

Why not, we thought, make a 
humorous slide presentation, plan- 
ning wherever possible to use slides 
of the visiting salesmen to illustrate 
the points covered? Why not, in- 
decd? 


We were fortunate in having a 
Polaroid camera readily available. 
We bought a kit containing the sup- 
plies we needed and started experi- 
menting. After some fiddling and 
adjusting of exposures (the film 
speed is extremely fast and we had 
no light meter.), we were able to 
work out a satisfactory exposure 
guide which we pasted on the back 
of the camera for reference 


> The next step was working up the 
list of sales points (gag lines?) that 
would accompany the slides. Then 
using Wesix personnel as models, 
we made up slides to illustrate the 
points. 

Here are some examples: 


1. Of first importance is quality. 
You must have a good product 

A quick shot (about 5 sec. of Mar- 
ilyn Monroe’s famous calendar shot. 
Just happened to have it around.) 


a A 


pleasant. 


should be 
. A great big frown. 


good salesman 


3. He should have a hearty hand- 


shake. .. A hearty handshake. 


4. He should sell all the time to 
everyone, not just to the prospect. . . 
Salesman with 14-carat leer leaning 
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A MODEL FOR 
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Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 
free 24 page catalog. 


ORAVISUAL CO. 


11150 
St. Petersburg 33, Fla. 
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Why buy more tian you need. If 
it’s good repeat it. . . if it isn’t 
.. . Gelete it. Screen Process 


Can Save you money. 
Put Punch in Point-of-Purchese 


all over a very pretty receptionist 


5S. He should be neat. . . Salesman 
with tie askew, hair uncombed and 
cigaret in mouth 
desk. Customer, appropri- 
ately, looks at Wesix Catalog. 


sitting on cus- 


tomer’s 


6. Salesman should cultivate the 
habit of getting off by himself and 
thinking through his sales approach. 


Salesman entering men’s room. 


7. Be extra careful about drinking. 
Approach it cautiously. 
bent water 
dripping off face. 


. Salesman 


over fountain; water 


Of the slides above, numbers 2, 3, 
6 and 7 were ones we hoped to re- 
place, using the visiting salesmen as 
models. But just in case we slipped 
up, we prepared a complete set in 
advance. Subsequently, by the way, 
we dropped slide No. 7 as being a 
touchy subject. 

Our own men were tipped off to 
what we were going to do. They 
were instructed to help maneuve: 
our guests into the proper situations 


> In advance of the meeting, we as- 
sembled all our supplies in a con- 
venient back 
improvised 
to hold the 
they were 


helpful 


room. A last 
“clothes line” 


minut 
with clips 
transparencies 
proved 


while 


drying very 


Before the meeting proper, while 
the salesmen were assembling, one 
of us circulated around taking pic- 
tures. Many recognized the Polaroid 
camera and asked to see the 
tures. We put them off. “Later,” we 
said, “everyone will have a chance 
to see them.” 

During the factory tour and occa- 
sionally during the meeting we took 
additional group pictures. 


pic- 


> We scheduled our little pick-m¢ - 
little past the half way 
mark when the shuffling is usually 
loudest and the less stifled 

The talk that accompanied the 
slides was essentially ad lib. Art 
Banchero, who made the talk, was 
armed only with a sheet. A 
copy was given the operator of the 
projector 

The couple of slides we 
showed played it straight. And then, 
just the group 
in for a “What 
man 


up for a 


yawns 


cue 


first 


figured they were 


every young sales- 


should know” pitch, we 
the Marilyn Monroe 


switched to 


slide 


Rapidly we went through the 
presentation. When a picture 
of their group—bigger 
life and a little out of focus 
on the 


of one 
than 
flashed 


was consider- 


own 
screen, there 
able surprise As more ol the group 
were shown, interest perked up and 
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ness, industrial, educational or advertising 
use. Set it up in 3 seconds for group view- 
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e Precision optical system ¢ Patented 8 x 8 
Lenscreen for wide-angle viewing « Automatic 
Airequipt slide changer ¢ Up to 36 2 x 2 slides 
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MAKE YOUR NEXT BIG MEETING 
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WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
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good natured banter flew back and 
forth. At the end of the scripted 
presentation we showed all of the 
slides we had made of the group so 
that everyone had his picture shown 
at least once. 

The old saw about the most inter- 
esting thing you can show a person 
is his own face seems to hold up. 


> If you plan to use this slide proc- 
ess, by all means have a reliable 
camera store give you all particu- 
lars. But, speaking generally, with a 
little sufficient 
skill can be gained in a short time 
to make presentable slides. 

Briefly the works like 
this: 


care and practice 


process 


1. The picture is taken and the pa- 
per tab pulled to begin the develop- 
ing process within the camera. 


2. In two minutes the positive 
transparency can be peeled out of 
the camera and is allowed to dry, 
which takes about 3 minutes. The 
image is extremely fragile at this 


stage. 


3. The transparency is then dipped 
in a hardener solution for 20 sec- 
onds 


4. Excess solution is squeegeed off. 
With care the transparency can be 
mounted and 
but longe 


shown immediately, 
time insures a harder, 
durable image. Convenient 


snap-together holders made of plas- 


more 


tic are available for this purpose. 
They are reusable. 


Here are a few additional pointers 
that may be helpful. The film, as we 
said, is very fast, so if you haven't 
a light meter or are going to use 
flash, count on wasting a certain 
3ounce flash is rec- 
if you 
muff a shot, it’s obvious within two 
minutes and you can take another. 

The film is available in two sizes, 
2lox2! coe 


amount of film. 
ommended. One good thing 


, 


’. When using 
the smaller size, a snap-on mask for 
the view finder is needed. 


and 314x314 


The hardener solution is cleverly 
packaged in a plastic container with 
a squeegee top. However, any bit of 
dust on the squeegee will scratch 
the transparency, so keep it clean. 
And, just as when using any film, 
keep the inside of the camera ab- 
solutely clean. 

Duplicate slides and prints may 
be made from the originals. 
> No doubt other ways to 
make use of the speed of the process 
will suggest themselves to you. Once 
you have become familiar with the 
technique you can concentrate on 
the creative aspect. After all, the 
real value of the process is in its 


many 


speed. And a well conceived slide 
presentation with wit and sponta- 
neity will outweigh any minor tech- 
nical shortcomings. 44 


How to Keep Friends 
While Showing Slides 


Help on adding a_ professional 
quality to the showing of slides is 
available in a practical little book- 
let from LaBelle Sales Corp. 

Entitled “How To Show Your 
Slides Without Losing Your 
Friends,” the booklet gives many 
tricks of the trade straight from the 
notebook of the noted professional 
photographer, Joseph Antos. 

Included in the booklet are tips 
on arrangement of slides, the prope: 
length of a slide show, quick iden- 
tification, telling the story in inter- 
esting sequence and the proper 
slide care and storage. 


+ for more details circle 320, page 139 


Movie Sound Editing 
Eased by Magnetic Unit 


A new brochure describing the 
design and operation of the McMur- 
ry Magnetic Reader is 
from McMurry Audio 
Inc., Culver City, Cal. 

Designed to simplify 
professional movie sound editing. 
the McCurry Model 58 reader sepa- 
rates the picture editing equipment 
from sound-editing equipment. The 
result is that amateurs and profes- 
sionals alike can add completely 
synchronized sound, locked in frame 
by frame, to existing or new movie 
film, at an economical cost. 

Detailed specifications are in- 
cluded in the technical bulletin. 

. for more details circle 321, page 139 


available 
Electronics 


home and 


Filon Offers Slide Kit 
As Visual Sales Aid 


To help distributors at the point- 
of-sale level, Filon Plastics, El 
Segundo, Cal., has introduced 115 
color slides depicting residential, 
commercial and industrial applica- 
tions of Filon fiberglass reinforced 
plastic panels. 

Distributors were mailed catalogs 
illustrating the new 35mm. slides 
and order blanks as part of the 
company’s stepped-up program to 
provide visual aids for use at the 
point of sale. 

According to Sylvin Z. Perry, ad- 
vertising director of Filon, test 
screenings of the new slides proved 
highly successful in helping to stim- 
ulate sales. 44 
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Print softly and carry a big kick 


Cantine’s glare-free DULL OFFSET COATED makes type so readable, pictures so potent, 
‘11 


that it fills a place of prime importance in today’s need for hard selling with a soft look. 


Try it on the next annual report or other litho job where you must get exceptional results! 
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LITHO COATED BOTH SIDES 


his a 


THE MARTIN CANTINE COMPANY, Saugert 





SOFTNESS with DETAIL 
For unusually attractive effects by offset ... showing the finest 


detail with softness and clarity — in color or monochrome — use 
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a matched by dependable service 
»-ITHO COATED BOTH SIDES 


The dependable quality of al 


on the part of the Cantine Mil 


and the Cantine Merchants. 





How to Work With 


A Package Designer 


A package designer is a special- 
ist, and to get the most out of 
him, you must be somewhat of 
a specialist yourself. Here’s a 
designer’s advice to clients and 
to would-be clients. 


By Robert Sidney Dickens 
ND | 


Dickens Incorporated 


a 
Chicag 


In very recent years so much 


attention has been focused on the 
subject of package design that the 
real status of a package designer 
has begun to take on an unreal 
quality. Because fancy is always 


more exciting than 


there 
have been many myths built up 


about 


facts, 


package designers, few of 
which are really justified. Some of 
these myths have been started by 
package designers who talk too 
much but not too wisely. Sudden 
demands for services of a very lim- 
ited profession in the past has been 
very heady brew for some design- 
ers. 

By and large, the design profes- 
sion has now settled down into a 
group of serious, knowledgeable and 
competent performers. Such groups 
as the Package Designers Council, 
for example, are doing an excellent 


This article is adapted from a paper at 
the 20th Annual Natl. Packaging Forum 
of the Packaging Institute Inc. 


job of exchanging information, set- 
ting up standards of performance 
and policing them, and creating a 
code of ethics which should even- 
tually appeal to the most astute 
and hard-bitten business man with 
which designers deal. But this takes 
time and the myths still persist. 
The profession is still so new as 
such that it has had neither the 
time nor money to do a first-rate 
public relations job to dispel these 
myths. 


» A professional package designe1 
is an individual with a graphic arts 
background who has specialized and 
trained himself so that he can offer 
broad knowledge and experience in 
the field of total presentation of the 
packaged product. He may operate 
alone or head up a group of de- 
signers. He must, however, be able 
to offer unbiased professional ad- 
vice and counsel in all phases of 
packaging. 

Whether he does all phases of the 
work himself, he must be able to 
provide these services and judge 
them, For example, only a few of 
the package designers are really 
packaging engineers but they have 
the know-how to work with pack- 
aging engineers to get a result for 
their client. 

A professional package designer 
must be able to start with the cli- 
ent’s problems, know how to find 
out these problems if the client is 
unsure of his own direction, know 
how to see that the package is ap- 


propriate for the product, under- 
stand how to build in the right 
shelf appeal for the right product, 
be able to produce the most repro- 
ducible form of artwork and police 
the printing and production until 
the product finally appears on the 
shelf. While his services may have 
stemmed from an art studio in the 
beginning, a professional package 
designer is not just another com- 
mercial artist with a service to sell. 


> There are three basic types of de- 
signers in the package field. 


1. The so-called captive designer 
who works for a supplier of pack- 
aging products. 


2. The package design director who 
works on a payroll of a company 
producing packaged products. 


3. The independent professional 
package designer who operates his 
own organization and works direct- 
ly with the manufacturer on a de- 
sign fee or retainer fee basis. 

You will find equal talent and 
ability in all three types. As in all 
fields, you will find some extremely 
capable people and some mediocre 
talent. Because I am _ representing 
the independent package designers, 
I will confine my discussion to his 
role in merchandising. 


> While our 
somewhat, all package designers 
have one definite goal in mind. That 
is—to move more merchandise off of 


methods may vary 
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the shelf. To provide background 
and insurance for his judgment, 
the package designer must oper- 
ate somewhat like a doctor. 


e He must have all of the facts be- 
fore him before he can write a suc- 
cessful prescription. 


e He must talk with the manufac- 
turer to determine as much about 
the product as he can, and to learn 
what his competition will be in the 
field 


e He must talk to the advertising 
agency to learn what its plans are 
for the advertising and promotion of 
the product. 


e He must go out into the super- 
market or wherever the product 
will be sold and bring back his own 
type of visual evidence of the prod- 
uct under its actual selling condi- 
tions. 


e He must know whether it will be 
seen at eye level, above or below 
eye level, in the refrigerator case, 
or just before you reach the check- 
out counter. 


e He must see it against all of its 
immediate competition. 


e He must even study all of the pe- 
rimeter competition . . . in other 
words, he must know not only what 
the package will compete with in its 
own field but also what will com- 
pete for the attention of the cus- 
tomer’s eye in the surrounding area. 


Only after he has all of this in- 
formation and has studied it care- 
fully, somewhat as a doctor would 
study the x-rays, the blood count 
and the basal metabolism report, 
can he feel that he is on perfectly 
safe ground. Then his work be- 
comes one of real creative effort. 

But he must constantly refer to 
information he has gathered as a 
check-list. For while a package can 
be beautifully designed, it cannot 
succeed unless it has considered all 
of the problems that confront it 


when it finally gets onto the 
shelf 


> At this point I might pause a mo- 
ment to dispel myth number one, in 
regard to the package designer. He 
has a reputation for fabulous fees 
Some of this is a result of poor 
publicity and, of course, poor judg- 
ment on the designer’s part, but 
most of it is a result of people who 
do not understand careful step-by- 
step operations that I have de- 
scribed that must go into a suc- 
cessful package. 

As a matter of fact, the package 
designer seldom gets enough for his 
efforts. While the total responsibil- 
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ity of a successful package rests in 
his lap, his fee may not equal the 
cost of the full-color plates to re- 
produce the package for its first run. 
After the package designer has 
designed what he believes to be the 
best solution to the problem, how 
does he know he is right? The an- 
swer, of course, is simple. Nobody 
really knows for sure whether he is 
right or wrong until his efforts have 
been tested on the shelf under nor- 
mal shopping conditions . . . and the 
shopper either picks it up or re- 
jects it. But if he has laid his 
groundwork well, the 
highly in his favor. 


odds are 


> This is where experienced and 
professional judgment, of course, 
is of great help but he will use 
every precaution at his disposal. He 
will often silkscreen or print up a 
limited quantity of the package and 
stack it up in the amounts and un- 
der the stacking conditions that he 
knows exist in that particular area 
that the product will be found. He 
will observe it, surrounded by com- 
petition. He will pay careful atten- 
tion to the problem of the package 
when only the end is seen or when 
only the sides are seen 

He may suggest to the manufac- 
turer that it be tested under actual 
shelf conditions in certain carefully 
policed areas, to see if it shows up 
any weaknesses in actual consumer 
purchasing. If there is some area of 
doubt in his mind, he may sug- 
gest to the client that he have a 
research firm used to find certain 
answers to unknown potential prob- 
lems. 


> Now let me pause for a moment 
to dispel myth number two. A pro- 
fessional package designer is not a 
researcher. He obviously doesn’t 
have the background for it. Some of 
the methods he uses to find out the 
facts before he designs may border 
in research due to the similarity of 


SHAM 
DeopoRaNT 


— 


a | 


non-messy applicator .. . 
- » « At last, . . . a deodorant in a 


techniques but they are not true 
research, 

Certainly a designer is not quali- 
fied to research the results of his 
own design. He is, however, well 
qualified to work with a research 
organization, to help spell out the 
problem, and is qualified to inter- 
pret the results of research back 
into the realm of package design. 


> After the design has been ap- 
proved, what next? The package de- 
signer must see it through its final 
art form into the printed product. 
He must be totally responsible for 
the basic production of the new de- 
sign until it is ready to leave for 
the market. He must be thoroughly 
conversant with materials, print- 
ing methods and printing results. 

He must give careful attention to 
the container that will carry the 
product in quantities to the market. 
He must know the rules of proper 
identification of these containers. 
He must know how they are han- 
dled in warehouses and distribution 
points and the information that the 
handlers must know quickly. 

After the product is finally out 
on the shelf, what next? In most 
cases, nothing, except to watch it 
move from the shelf. In rare cases 
where trouble develops, he must 
know how to find out the facts and 
how to make the correction. Is he 
always 100% right? Of course not 
Is the doctor always right? Does 
the doctor always give you the right 
prescription the first time? But his 
batting average is tremendously 
much higher than yours would be 
than if you tried to treat your own 
disease. 


> This brings us to myth number 
three, which concerns the amount 
of bragging that has gone on by 
some of us in the profession, in 
which staggering statistics have 
been offered as to how much good 
the new package has done for a 
product. True, there are isolated 
cases where packaging alone has 
done a tremendous job but the best 
package in the world will sell a 
poor product only once. 
Packaging is only one phase of 
today’s complicated selling and 
merchandising operation. Of course 
it is an important phase. After the 
product has been made, after it has 
been advertised properly, after it 
has been distributed to the retail- 
er, and after it has been put on the 
shelf, then it must stand alone and 
become the final link in a power- 
ful chain. But no package, no mat- 
ter how well designed, can perform 
miracles. Don’t expect them to. 
Don’t use them as a crutch... con- 





sider a well designed package as 
important a piece of equipment as 
a well designed piece of machinery 
to properly handle and seal that 
same package. 


> The services of a package de- 
signer should be considered and 
used and dovetailed in at every 
phase of an operation. They should 
be considered when the manufac- 
turer is first thinking about a new 
product. The package designer’s 
problems should be considered and 
he should be consulted when you 
are starting to manufacture the 
product. He should have an oppor- 
tunity to consider the problem of 
the jobber and the distributor as 
well as the retailer. 

By bringing a package designer in 
at the very beginning, you will get 
the most for your money. Very of- 
ten a package designer is only con- 
sidered as a last resort when the 
packaging situation is very sick. At 
that point the manufacturer runs 
panic stricken to a professional de- 
signer and expects overnight mira- 
cles. There are yet no wonder drugs 
for packaging problems and there 
are yet no wonder workers in the 
package design profession. “? 


Small Quantity Mailings 
Get New Cushion Pack 


Individual products, in liquid, 
solid or powder form, can now be 
sealed and mailed in small quan- 
tities with a new, cushioned, self- 
mailer introduced by the Ivers-Lee 
Co., Newark, N. J. 

Called the “Super-Sealtite Unit- 
Package,” the addressable self-con- 
tained mailer holds a variety of in- 
dividual products in individual sec- 
tions separated by a series of per- 
forations. Each individual unit is 
sanitarily sealed in polyethylene 
against exposure or handling, can 
be separated from the other units 


a Cush- 


from 


Super-Sealtite Unit-Package : 


ioned, self-mailer package 


individual 


lvers- 
Lee enables products to be 
sealed and protected for mailing in small 


quantities. 
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We can show you the straightest route to the “roto” leader . . . 


ACME. When it comes to the finest quality gravure color plates 


and advertising preprints, we are truly the leader. 


Our new and enlarged facilities will meet your every need for gravure cylinders for 


package printing and preprints for national advertising and advertising agencies. 


Your inquiry will receive immediate attention. 


If it’s Quality ... if it's Delivery ... it's acme 


gravure services, inc. 
4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 
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COMPANY 
: 633 Plymouth Court, Chicago 5, lil., Dept, B-32 


DEMONSTRATORS | 


add action to sales sole | 


Graphic Demonstrators show your 
Product in motion... put over points 
that are difficult to describe in 
words... fit easily into brief cases or 
envelopes for mailing. For example, 
the model illustrated shows, in 
parallel action, what happens when 
an ordinary tire blows out and how 


this is prevented by a new tire design. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Demonstrators 
and full information. 





. at the perforation line, and can be 
Can Nashua self-sealing bands a arate by the user because 


of the patented “tear notches” on 


“get around a problem” for yOu? | “rw versions of tke Super-seal 


tite Unit-Package include an extra- 
cushioned version for the very 
combination fragile products and a regular cush- 
ion for the more sturdy products. 
9 Either type is available in almost 
Sales 5 any size, and in a choice of crystal 
clear, or any transparent or opaque 
color. 

Details on standard and custom- 


low-cost 

‘ 

a 

, i“ 

a re made variations of the cushion-pack 
s . | 

§ 

dl 

x 


packaging? 





for small quantity mailings are 
available from the Ivers-Lee Co., 
215 Central Av., Newark, N. J. 44 


New Packages Prove Point 
= ee eee ee SséFor Watterproof Ad Claim 


P a “Proof of the pudding,” says 
special & seasonal | Wyler Watch Corp. when speaking 
; 4 a oe | of its “Waterama” watch is in the 
promotions? tie-ins? water-filled packaging. . 
. id This rather dramatic innovation 
in packaging is startling indeed to 
a A the unaware customer. After he has 
ue : asked the sales clerk to show him 
fi / : | a waterproof watch (and of course 
he never quite really believes it is) 
id he is handed his “Waterama” com- 
z pletely immersed in water in a 
highly visible pack of polyethylene 
s coated to cellophane. 
The package — which has been 
& sealed at the factory — is then 
| opened by the sales clerk, who 
You can come up with any number of | one to six colors, or plain... pressure- calmly winds (and we hope, dries) 
ways in which Nashua Self Sealing Util- sensitive or moisture-sensitive adhesive 
ity Bands can fit into your packaging ... your own designs or designs created 
picture. And, however you use them, you for you by Nashua (for free!). Tell us 
can count on bands that are bright, eye- your requirements — we'll send full in- tion package states that a “brisk” 
catching, sales-fetching. (Nashua prints — formation and prices. Ravten Cope sales increase has been in effect 
them that way!) You also have a wide tion, Sure-Hold Division, Dept. AR-39, since the advent S the sa 
choice of bands... 1” to 12” widths... 44 Franklin St., Nashua, New Hampshire. a a: ae Pe a a 
2 packed “Waterama. 
The packaging material is sup- 


rw SHUA plied by Cheslam Div., St. Regis 
2b0tQto Paper Co. 44 
NBSSHUA OLYDOCAUOM | 


/ 


the watch for the customer. 
A modest report from the com- 
pany on the merits of this promo- 


Brochure Tells How Tags 


NEW! A CIRCLE CUTTING TOOL 3. _xxonr | Move Products Profitably 


COMPLETE Gerad How tags help move merchandise 

ONLY $6.50 Gi) ‘% from the raw material stage to the 

MONEY SAVING OFFER Uj | finished product is described in a 

eee ee : i brochure from the Tag Manufactur- 
ers Institute, New York. 

Both the “systems” tag and the 
aa wae y A “informative” tag are detailed in the 
ting cielo in brochure with facts on basic re- 
eegetives, on quirements that include size, com- 


<.  aeean ORomaRY | ponents, color and copy. The check- 
P Secciend Ser '9 PHONOGR APH 


negotives and 


else eveileble a | list format describing a well-de- 
Riaet cal a signed tag is helpful in enabling the 
WITH ORDER a reader to test the design of his own 


MARK SPECIALTY COMPANY 183 Saint Paul St. tag. 
Rochester 4, N.Y. « + « for more details circle 302, page 139 
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FIZZ 


1. Say one thing in your advertising . . . 


This practical guide to sales oblivion 


carries an impressive moral under its sugar-coating. 


Early one morning last summer, 
Myron J Helfgott, head of the 
Package Research Institute, a divi- 
sion of Lippincott and Margulies, 
New York industrial designers, was 
struggling with the packaging prob- 
lems of a major client, when it sud- 
denly occurred to him that he was 
making so many mistakes that it 
was downright funny 

This is something you can’t come 
right out and say to a client, but the 
message was developed into a small 
booklet, most of which is reproduced 
here. Artwork was by Mats Pehrson 
a Swedish exchange artist; Copy by 
Mr. Helfgott and Robert Hanford 


. continued on p. 104 
. and something completely different in your packaging. (This is a very effective 


way to get the consumer to buy your competitors’ products. Especially if their 
packaging reflects your advertising message.) 
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1 DRAW... «ATTENTION | 
7 ANE ee 
i 


complete easy- 

to-sell action \ 

filled portfolio , 
1 
1 
' 


Sn Couihe ARTS 


P.O. Box 4654 Tucson, Arizona 
SEND CHECK OR M.O.— 


NO C.0.D.'s 2. Make the consumer want to buy your _—. - - then don't let her find it. 


product the next time she goes shopping 


Name 
Street 


City State 


ALLOW 10 DAYS FOR DELIVERY 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


VA 


Est. 1888 


/ PRESS CLIPPING BUREAU 
( 165 ae Ne Ww oo N.Y. 


14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 


456 N. Crescent Heights Bivd., Los Angeles 46 
Phone OLdfie! d 6-0304 


4. Make her guess what your product is =. . . camouflage it to look like a laun- 


YY""""lLbddsdddd thy, —or what it does. For instance, if you dry product. 


Read- Me- First make a cake mix . . . 


power of four color process 
pictures on your ENVELOPE 


(and letterheads, too!) 


FREE KIT when requested on 
business letterhead 


Top quality bottom prices 


Colortone puss 
Color Stationery Specialists 
2412-24 17th St. N.W., Wash. 9, D.C 


LEE 


STIVERS STUDIO - 80x 


sess se 6 6 6 6 w | 4 Make sure she never gets a chance ... change your package frequently— 
. got catalog printing prob- to know you. Instead of wasting money _ preferably every year. 
lems? See April AR and learn in developing one good package that 


how the big three mail order can serve you for many years to come 
catalogs are printed. 


re ee ee ee ee ee ee ee ee | 
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>> 
YUM YU 
SGI 
TN "yf = 10 


@ AD REPRINTS @ FILMS 
{@ PLATES & @ SAMPLES 
ELECTROS @ PREMIUMS 


- Ready For 
— Mailing In 


—~ 


| 
3. If you make a line of products which . . . package each one differently so ss nd 9 Seconds 
have a logical family relationship ... = that the consumer will never suspect 


they are all made by you. Use CONVENIENT 


ONE - FIECE 


sae MIM AST aaa ; 7 ; MAILING BOXES 


@ Saves Time . 


mr: crepe 4 t , = . Saves Money 
ee ee eee i ——~  @ Folds Flat 
suzeties & lieens From ™ No Storage Problem 
. a f DIFFERENT a e Eliminates Wrapper 
49 SIZES String and Tape 
\ 3x2x 1%. j @ Makes A Stronger 
~ '° 8% x 5% x 3% o’ Sofer Package 
ee oe ee Write For Free Somples 
ond Complete Price List 


tHE C. J. FOX co. ne 


~~ 


5. If she’s lookiry for luxury . . . . . . by all means, capture the “com- 
mon touch’’ in your packaging. 
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7. Remember that you alone are the  . . . don’t let experts confuse you with 
best judge of what the consumer wants = facts—especially facts developed by 
in packaging . . . package research. 


QUANTITY PHOTOS SELL ANYTHING... . ANYWHERE! 
QUANTITY PHOTO CO., 119 W. HUBBARD ST., CHG. 10 


Write for FREE photo packet 
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Questions to Ask of a New Package 


1. Does it attract sufficient atten- 
tion? 

2. Does it protect the merchandise 
adequately ? 


3. Can it’ be 


handled without 


breaking or falling 
1. Can the 


and readily identify the 


apart? 
consumer recognize 
packaged 
product? 

5. Can it be shown how the prod- 
uct is used right on the package— 
through illustrations and = instruc- 
tions? 

6. Can the 


directions be easily 


New Machine Dispenses 
Any Self-Sticking Tape 


A new automatic machine capable 
of dispensing any type of pressure- 
ensitive tape has been introduced 
by W. H. Brady Co., Milwaukee 
Able to handle any tape 
adhesive from light to heavy indus- 
trial, the 


grade of 


unit will dispense pre-cut 


IF YOU USE |) ° --~ 


~ 
~ 


seen and followed by the custom- 
er? 

7. Is there enough room to allow 
selling copy to add 
the sale? 


“impulse” to 


8. Will the package design help to 
reduce pilferage, especially of the 
smaller items? 

9. Is the itself 
able inexpensive, so that any added 
cost would not change the selling 
price enough to put it out of the 
competitive field? 


package reason- 


Simon, President, Franklin Metal 
included in the American Man 


Plastic Sheet Forming 


labels, masks, paper 
double-coated, etc. 

It may be 
switch for 
or a 


, cloth, foil, film, 


operated by a foot 
intermittent application, 
micro-switch for continuous 
application. In addition, it will de- 
liver the tapes on a conveyor to the 
operator’s finger tips at the 
ator’s own rate 


oper- 
of speed. 

The pre-cut tapes are dispensed 
from a roll of slit Brady Blue 


te jf PRE-ADDRESSED — 


YOU'LL SMASH COSTS WITH THIS “€ 


THAT NEVER MISSES 


a S TIME-SAVER 


. LABELS ALL TYPES AND SIZES 


ys 


OF MAIL oe NEATLY, ‘S 7S AV U7 economicauy 


CHESHIRE — 


Labeling 
Equipment 


Models start at $3000. Also 


models for magazines, heavy 
publications, newspapers. 


INVESTIGATE TODAY! NO OBLIGATION! 
Labeling Heads available as separate 

units for various types of 

Machines not manufactured by Cheshire 


CHESHIRE Inc. 
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1644 North Honore Street « 


Streak Release Liner. The — 
“V-Groove” principle of the Tape- 
matic slits the liner and deposits 
the tape on the conveyor. Different 
sizes and shapes of printed or un- 
printed labels may be 
from the same roll. 

The Brady Tapematic was de- 
signed for speeding production-line 
masking, labeling, packaging, or 
special purpose tapes, including 
electrical insulation, double-coated 
mounting tapes, etc. 


dispensed 


- for more details circle 301, page 139 


Permacel Markets New 
Pressure-Sensitive Tape 


A new cello- 
phane tape has been introduced by 
Permacel, New Brunswick, N.J. 

Called “Permacel 44,” the tape is 
extremely thin, has a high tensile 
strength and excellent edge tear re- 
sistance. Manufactured with a clear, 
rubber-base, 


pressure-sensitive, 


adhesive, the tape is 
resistant to grease, oil and solvents 
and is particularly suited for sealing 
boxes, bags, envelopes, and 
ters of paper and metal. 
Complete information is available 
from Permacel, New Brunswick, 


N.J. 44 


canis- 


MODEL E 


Fully automatic 
label application 
ye ee ae 
Post card size 
to 11% x 14/2” 


Chicago 22, Illinois 





PENINSULAR PAPER CQ 


TUSCAN COVER e@ ECONOMY COVER e@ ORKID COVER 
e@ DUPLEX COVER e BERMUDA DUPLEX e ZAMORA 
COVER @PAB COVERe TWIN TONE COVER e WOLVERINE 
COVER eANGELO TEXT eSNOWEAVE COVER AND TEXT 


Yes, the two virtues are 
compatible, and they meet in peaks of 
perfection in Peninsular Tuscan Cover 
The warm beauty of Tuscan’s antique 
finish lends richness to catalogs, brochures, 
menus and direct mail, while the long-fibres 
combined with beater and surface sizing 
provide unusual printability. Notice too, 
the printing versatility as expressed 
in the lines, halftones, duotones and solids 
of this design 
example. When 
you want a 
sheet with beauty 
at a price that 
fits most budgets 
ask your Peninsular 
Merchant for 


Tuscan Cor er. 


Y © YPSILANTI, MICHIGAN 


- ea . This message is printed on NEW 
§ f 


. . | = 
PEnInSuLaR 


“over stock specialists for over 90 Ye#"* 


SNOW WHITE 
65 Ib. basis. TUSCAN is stocked 23 x 35 and 2¢ 
plus two whites, in 50 Ib and 130 It 


whites are also available in 8 








TS TRUE! 


... YOU Can Save many ways with 


AVERY LABELS 


Whether you identify anything from abalone 
steaks to zithers, these Avery pressure-sensitive 


Labels contribute uncommon efficiency. Here a 


diverse firms economize with these versatile selt- 
adhesive labels. In the office, on the assembly 


line or at point-of-purchase — it’s always true 


very few of Avery’s case histories reveal how 


IN THE CHIPS — Meadow Gold 
Products Co. finds Avery Labels 
fine for indicating ice cream 
flavors. By using these time- 
saving labels to identify every- 
thing from chocolate chip to rum 
raisin, the Brooklyn firm mini- 
mizes the need for big inventories 
of preprinted boxes... and aids 
handling operations by providing 
identification at a glance. 


COOKING WITH GAS —Relying on 
decals to identify a new Propane 
Cook Stove and Lantern required 
four full-time operators . . . and 
created a bottleneck for the Otto 
Bernz Company of Rochester. 
When an experiment revealed the 
unusual gripping ability of Avery 
labels, they were adopted readily. 
Following the changeover, one 
operator was able to handle the 
entire process . . . smoothly. 


ALWAYS ASK FOR 


AVERY LABELS 


Avery Labels are manufactured and distributed throughout the worid 


Write Foreign Operations, Avery Adhesive Label Corp., Monrov 


a, California, for addresses 


you can save many ways with Avery Labels! 


FITS THE PATTERN—Fine 
Melamine dinnerware produced by 
the Boonton Molding Company is 
distinguished by self-adhesive 
Avery labels bearing the Boonton 
ware trademark. Applied at the 
rate of 3000 to 5000 per hour, 
these labels also carry the pattern 
name to aid selection at the con 
sumer level. Easily applied, these 
distinctive, tight-gripping labels 
play a neat role in Boontonware’s 
overall sales appeal. 


AVERY LABEL CO 


» NeW 





EFFICIENCY PLUS—Avery’s brand 
new Model 100 Labeler represents 
a seven league stride in packag 
ing. Designed to handle 12,000 
adhesive labels without reload 
it can dispense and apply Avery 
labels in exact register at a rate 
of 40 to 300 units per minute 
Adaptable for a wide range of ap 
plications, this unusually efficient 
automatic labeler is in production 
and available for delivery 


MPANY, Div. 113 
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When an Agency 


Many agencies feel that p.o.p. materials 
are beneath them, but here’s one which 
applies all its skill and creativity here. 


By Phil Seitz 


As a result of increasing emphasis upon point-of-sale 
display for in-store promotion, and the consequent 
drive put on by manufacturers to get their material up 
in stores, many companies find it takes the definitely 
unusual to get retail cooperation. 

Being “unusual” is not necessarily more difficult o1 
expensive when creative thinking is put to the task, 
says Kid Kahn, production manager, Carson/ Roberts 
Inc., Los Angeles Advertising agency. On the othe: 
hand, the brain children of creative men have, upon oc- 
casion, made him wish he were in some other business 


Swim Suits . .. This display incorporates a wire cycle, Mason 


ign as identifier, flowers, and a parasol made of the same 
fabric the swimsuit. The complete display unit came with 
three cycles like the one pictured, each with a different colored 
umbrella which, in each case, was made from an RMR swim- 
uit fabric. Of a size that could be used only in large stores 


the run was small, just 250. Sources were a wire products man- 


ufacturer, wholesale florist, and umbrella manufacturer. 


Whisky . . . Pine cones and sprig f 
holiday greenery were tied to this 
Christmas decanter of Canadian Woods 
A special carton had to be die-cut with 
provision for shipping and handling con 
venience. The arms and tassel were die- 
cut and tipped so they could be shipped 
flat to the container, then pulled out 
for display purposes. The pine cone 


were obtained from a wholesale florist 


Men’s Sports Wear (left) . . . “Whitey a brand name identification for White Stag 


was a stylized version of the firm’s antlered trademark. For the men’s sportswear line 


a stained walnut plaque was designed for use in wall and window displays. Tw« 


) dowe Is 
for neck and head, leather ears, painted wire antlers 


decals for eyes, a hand-painted 
nose, and an actual corn cob pipe, make the image (the pine cone suspended from 
one antler is intended to carry out the ‘‘rugged male’ look). With the adaptation t 
a dowel body and legs which could stand or be made into a rocking base, it became 


a counter display. The full figure was parlayed into a six-foot model made for use at 


sales conventions and in over-all window displays with actual merchandise hung from 


the antlers. Sources were a woodworker, wire product manufacturer, and a shoe client 
who furnished the leather. 
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Develops Point-of-Purchase Material 


As production manager, Mr. Kahn’s role in coming up 
with the materials required for a display can be de- 
manding. This is so because the agency places so much 
importance upon point-of-sale that when _ indicated, 
point-of-sale material is recommended to clients in the 
same manner as it would advise certain media. 


> In conceiving display material, effects are sought 
through some point of difference, textures which stand 
out, and more than one dimension. The objective is a 
display which is different and pleasing, stands out with- 
out being excessively dominant, and fits into the retail- 
er’s identity. 

This approach places a premium on materials which 
are not always available from conventional sources. 
Once when Mr. Kahn was asked to obtain such an un- 
usual item as peacock feathers he queried “Where?” 
The simple answer was “Your usual peacock feather 
supplier, of course.” 

As a result of the use of such materials in building 


Swim Suits . . . Genuine sea fans (supplied by Nick the Greek, 
Tarpon Springs, Florida, diver) form an imaginative display 
piece, grooved into a molded plaster base. Although a similar 


effect could have been obtained from plastic, it was felt the 


real article would be much more interesting. The placing of 
the fan in the base provided a considerable problem in that 


no two sea fans have identical dimensions. The base, designed 


to simulate a cork such as might be found washed up on a 


beach, was sculpted in plaster, and of a size to accommodate 
the largest fan. The unit was conceived to carry out a Rose 


Marie Reid motif, ‘Jewels of the Sea.’’ The fans had to be 


sprayed to eliminate the original odor which warred with the 
high fashion mood of elegance 


Sports Wear . . . When Koret of California wanted t 


lish as a San Francisc 


estat 
moanutacturer f ready-to-wear, the 
Bay City’s famous cable car was employed as a three-dimen 
sional symbol. Wood, plastic and cardboard were used in thi 
counter display, about eight inches in height. The wheel 
actually roll, and cut-out figures wear typical Koret separate 


on 


The same cable car theme was adapted to a cardboard versi 
f 


which held take-one brochure r point-of-sale. In an exten 
sion of this theme, a wooden cable car large enough to hold 
60 garments was designed. This served to keep Koret’s entire 
line intact in a department, instead of being spread around 
in different departments, and losing its identity among gar 
ments of competing manufacturers. The large version wa 

used at fashion shows and for tv program urce 
carpenter for the wood, silk screen for the 


board, and manufacturer for vacuum-forming 
J 


Work Clothes . This display 
ntegration of an actual brandir 
metal hand, flocked to give it texture 

decal for a face; metal hat designed t 

actual cloth bandanna. The simulated 

with a lithographed legend, affixed with } 
authenticity. The eight sources included a meta 


wire product manufacturer, woodworker, and f 
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point-of-sale displays, he has found 
gift shows just as important as 
point-of-sale shows for getting 
ideas. At gift shows, he says, you 
will see such items as sea shells, 
balloons, import items, and many 
other things you might not know 
exist. Such materials are looked at 
in terms of adaptation for future 
use, and the sources noted. Also 
noted are manufacturers, whose 
products can be adapted to obtain 
unique display effects. 

Other idea sources include novel- 
ty houses, wire-working manufac- 
turers, wholesale florist supply 
houses, plastic mold-makers. When 
new containers are desired, instead 
of going to a paper box company, 
Mr. Kahn will frequently go to a 
paper pulp house so an individual 
shape can be developed. 


> There are problems when dealing 
with such sources. Getting one of 
anything is not difficult. But a large 
run may be. Working with manu- 
facturers or sources which do not 
have an advertising background can 


By E. E. Kayser 
Advertising & Promotion Manager 
Krylon Inc 
Norristown, Penna 
If one picture is worth the pro- 
verbial thousand words, then the 
real thing can be worth a million, 
because no matter how much some- 
thing is described or explained, 
usually there is nothing equal to 
the actual article and its demon- 
strated results. If a product can be 
fully and properly demonstrated 
right before the buyer’s eyes, or 
better still have the buyer try it 
out himself, then nine times out 
of ten the sale is on target. 


Our company manufactures spray 
protective coatings in aerosol dis- 


pensers, and for some time we have 
been seeking a way to demonstrate 
our line of fast drying Krylon spray 
enamels right in the buyer’s office, 
neatly and without inconvenience. 
Our salesmen reported that if they 
could do this without getting any- 
one or anything spotted, then the 
merits of the product would more 
than sell itself. In a few minutes the 
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require patience in explaining why 
the work must take into account 
the needs of merchandising. 

An astonishing variety of mate- 
rials and textures have _ been 
adapted by Carlson/Roberts for 
point-of-sale. In many cases, con- 
sidering the nature of the materials 
used, it might be supposed they 
would be far more costly than 
something comparable from conven- 
tional sources. Actually, in most 
cases they are not, according to Mr. 
Kahn. However, he warns, locating 
sources and following through can 
be time-consuming. 

On the other hand, when the re- 
sult is an acceptable-to-the-retailer 
display that moves merchandise, 
then the time is well spent, he be- 
lieves. 

Since display is visual, to dem- 
onstrate what is meant by unusual 
textures, added dimensions, and the 
use of out-of-the-ordinary mate- 
rials; we have shown a number of 
examples, with brief descriptions of 
their elements on the preceding 
page. 44 


spray enamel would be dry and the 
buyer could hold the sprayed ob- 
ject in his hand and examine the 
results. 


> Although this demonstration idea 
was a good one, it presented a 
number of problems. First, every- 
thing around the sprayed object had 
to be completely protected or else 


Spray Display . 
Portable spray booth 
protects prospect 
office, is disposable 
and easy to carry 


spray paint particles on the buyer’s 
desk might turn an excellent pros- 
pect into a confirmed bucket and 
brush man. Secondly, the “props” 
had to be attractive, compact and 
easy to carry, to facilitate the act 
and infer that our products were 
really ones of convenience and fast 
application. No buyer likes his office 
cluttered with bulky, awkward- 
looking presentation material. 

In addition, the “props” had to 
be comparatively inexpensive and 
easily disposable. With many dem- 
onstrations per day it wouldn’t be 
long before the “props” would be 
coated with paint, therefore we had 
to have replacements as_ well. 


>» After continued numerous tries, 
the answer was finally found—a 
portable spray booth outfitted with 
everything necessary. 

The booth itself would resemble, 
and be about the same size as, an 
attache case. It would be made of 
corrugated box board, gaily deco- 
rated on the outside in a rainbow 
of Krylon spray enamel colors. 
Salesmen using the spray booth 
could quickly unfold it in seconds, 
and not miss a single syllable of 
their sales presentation. 

We decided to include a number 
of typical difficult-to-paint props 
such as seashells, pine cones, sec- 
tions of perforated metal radiator 
covers, etc., to dramatize Krylon’s 
effectiveness and convenience. Also 
included would be cans of Krylon 
spray enamels, and a small bottle 
of paint removing solvent and a 
cloth—just in case. 

Since some prospects might not 
know how an aerosol really works, 
we also included an aerosol can 
with side cut away, to reveal the 
‘innards.’ 

Stone Container Corp., Phila- 
delphia, was contacted to produce 
these spray booth units, and they 
were ready for our annual sales 
meetings last spring. 44 





Put more 


Selling “Uorsepower" 
in your PoP displays with 


HLEEN-STIK: 


MOISTURELESS, SELF-STICKING ADHESIVE 


If your present P.O.P. lacks the power to pull your sales load, 
hitch up to KLEEN-STIK! These lively, long-lasting, 

self-sticking displays dominate at the point of sale. Help your 
displays move more of your product by harnessing the selling 
power of KLEEN-STIK—'work-horse” of effective P.O.P.! 


DRAMATIC... . 


LARGE OR SMALL... 


POWERFUL... 


SPEEDY... 


WE DO NO PRINTING-— 

so contact your regular printer, 
lithographer, or silk screen 
printer—he’ll be glad to show 
you how America’s leading 
advertisers are using KLEEN- 
STIK in its many forms! 


EYE-STOPPING ... 


Betty Crnetion 


CEREAL TRAY 
SAVE 7 
Spovtat ¢ 


PRODUCT & 
PACKAGE LABELS 


“Wikis oe ne 
Sree ey 
i? —_ 
‘hand take 
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T 


-* 


3-DIMENSIONAL 
DISPLAYS 


Ww 


SOLID KLEEN-STIK 


ADHESIVE STRIPS & SPOTS FACE-STIK 


MRLEEN-STIK Products, inc. | 


7300 WEST WILSON AVENUE * CHICAGO 31, ILLINOIS | 
Pioneers in Pressure-Sensitives for Advertising and Labeling (_ 


Write today to join our ‘‘Idea-of-the-Month’’ Club 
receive free samples of outstanding K-S jobs 
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You get no medals for staying glued to your desk. Our world 


is changing. The rewards go to the man who gets out occasionally to see 


what’s new. For instance: the fastest-growing force in advertising today is 


point-of-purchase display. If that surprises you, it shouldn’t There’s a revo- 


lution taking over the stores of the land these days. Its name: Self-Service. 
Advertisers are learning that, for all the millions they spend in media, it’s 
display at the point-of-purchase that has the last word. It can make sales. . . 


switch “brand loyalty” .. . create impulse buying. It can make the difference 


between profit and loss... growth or failure. 
That's why hard-working (and fast-growing) ad people will see the 


1959 POPAI Show and sit in on the merchandising clinics. Will you? 


THIRTEENTH ANNUAL Ol Al EXHIBIT 


PALMER HOUSE, CHICAGO, MARCH 24, 25, 26. 


Admission FREE, but by ticket only, and is limited to users and potential 
users of point-of-purchase advertising, agencies, students and the press 


Special Clinics and Symposium Luncheon listed on coupon 


rrr rt tr tee CORR RRR RRR OER EEE eee EEE eee 


Point-of-Purchase Advertising Institute, Inc. 11 West 42nd Street, New York 36, New York 
Gentlemen: Please send me the following tickets 

Exhibit: _ free tickets, good for all three days. Include admission to 

Special Clinics, concurrent, Wed., Mar. 25, a.m. [Please state preference]: 
Food —___, Drug ——_, Hardware & Appliances , Dept. Store, Furni- 
ture & Rug ——_, Liquor & Beer ___, Service Station & Auto Accessories 
Symposium Luncheon: Tuesday, Mar. 24, nationally known speaker. I en- 
close check for ___ tickets at $7.50 ea. 


Name__ 


gt ; ities 5 catacaUa age 


Company 
Street 
a 
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> Believing these booths would 
make a “hit” at the meetings, we de- 
cided to introduce them in skit 
form. Mr. Newbold, our sales vice- 
president, was the Krylon salesman 
and I played the buyer. Since we 
had time to field test the booths 
with actual prospects a few days 
before the sales meetings, we knew 
something about the objections and 
obstacles. These were written into 
the script. 

At the meetings, the salesmen 
gave our little performance a rous- 
ing response, for which our “corru- 
gated friend” deserved much credit. 
Meanwhile, each salesman had been 
shipped a quantity of the spray 
booths and “props” which were 
waiting for him when he returned 
home. 

The new spray booths were put 
to work immediately, and with ex- 
cellent results. Their reception by 
the buyers was enthusiastic. Oddly 
enough, only about three percent 
of all those buyers ordering aerosol 
spray paints of any kind had ever 
used one themselves, prior to our 
in-the-office demonstrations. Once 
our salesmen showed how easy 
Krylon spray enamels are to use— 
the “monkey see monkey do” fol- 
low-through was easy. The buyer 
was sold. Sprayed pine cones and 
oyster shells that dried to a brilliant 
gold in three to five minutes were 
left as souvenirs. 


> Reports have come _ back to 
Krylon headquarters in Norris- 
town, that this portable booth idea 
has been a most effective selling 
tool, and that it is ideal for trade 
show demonstrations as well. A 
unit can be used 25 or more times 
before needing replacement. 

In addition, there hasn’t been a 
single report of an ‘accident’ dur- 
ing a presentation. 44 


WHAT HE SAY ? 


"HE FINALLY HAD A CAMPAIGN 1OEA'" 





Coffee on the Rails 
surprised to get a cup of coffee 


of Irma Coffee C« who had taken the car 


To make new friends, a 
Danish coffee packer hired 
a street-car, and served 
coffee to all who happened 
to board it. 


By Maurice Bensoussan 


As any advertising man knows, 
a foggy work morning is not a pro- 
pitious time to approach the public 
with the merits of a product. 

Yet the Irma Department Stores 
in Copenhagen, Denmark,  ac- 
complished this with success by ap- 
proaching Copenhagen 
their grouchiest and 
in a pleasant mood. 


citizens at 


leaving them 


> Wishing to 
“Trma” 
pany 


promote its 
brand of 
acquired a 


special 
coffee, the 
municipal tram- 
car, had it painted in bright, gay 
colors, and installed a coffee ba 
staffed with pretty attendants. 
Thus ‘“dream-dressed” 
lightfully 
pealing aroma of good, hot coffee, 
the tram-cai 


com- 


and de- 
surrounded by the ap- 
was sent out on its 
normal city route one damp gray 
morning. As it 
stops, the amazed citizens 


regula 
who had 
expected nothing greater from this 
dull morning than getting to work 
on time—were treated to the sight 


made its 


n their way to 


Coffee 
on a 


Trolley 


These Copenhagen commuters were 


work, courte 


r the week 


inviting them 
aboard for a no-charge ride to the 
office as they sipped hot steaming 
coffee. 


of a pretty hostess 


> Once aboard and relaxed in the 
pleasant atmosphere, the passengers 
gave ample that the Irma 
promotion fine with them. 
Music to the company’s ears were 


proof 
was 


the following overheard comments: 


e “It should be 
morning” 


like this every 


e “Why don't 


idea” 


they develop this 


e “The coffee is really good” 
e “So this is Irma Coffee” 


The 


entire 


held for an 
week and during this time, 
“dream-tram” travelled all 
the main lines of Copenhagen. Many 
stars of the local theaters were used 
first days of the 
promotion. A special press party in- 
cluded a 


promotion was 


Irma’s 


as hostesses the 


ceremonial “launching” 
with a bottle of coffee replacing the 
customary champagne. 


> To back up the promotion, the 


company used a variety of devices 


including: 


© Ad posters for Irma Coffee inside 
the tram-car 


@ Window posters in the 100 Irma 
shops listing the 
daily schedules 


© A retail 
personnel 
week 

The results of 
promotion were reassuring. 
When the excitement had died 
down, the Irma Company totted up 
the results of the campaign: 


“dream-tram”’ 


Irma 
promotion 


contest for 
during the 


sales 


this unorthodox 


most 


® Sales 
to 10%. 


eA 1,000 housewives 
showed that 2 out of 3 had noticed 
the campaign, and out of these, 2 
out of 3 


their 
comments 


already high—had risen 8 


survey of 


were favorable in 


e The city’s including edi- 


press 


Touring the City 
uted ver the 


March 





tors, columnists, radio 


commenta- 
gave the pro- 
motion wide coverage. Not all the 
coverage was favorable, but the 
felt that—good or bad 
the important point was everybody 
seemed to be talking about it. 


tors and cartoonists 


company 


> The 
tion 


costs ol 


were 


the week’s promo- 
surprisingly low, 
pecially if figured in relation to the 
amount of coverage. Total 
40,000 Danish 
approximately $6,000 in 


es- 


press 
costs amounted to 


crowns, or 


Embossed Plastic Signs 
Described by Hanover 


A low cost line of standard plas- 
tic signs with stock letters is illus- 
trated and described in a folder 
from Hanover Neon Electric Corp., 
Columbus, Ohio. 

Made of acrylic plastic, the line is 
available in three background pat- 
terns including: 
® corrugated 
® multi-facet 

dentations 


diamond-shape __in- 
smooth surface 
The heavy-gage 
paint-grip steel in silver-gray ham- 


frames are of 


American currency. 

When this figure was placed next 
to the approximate costs of 150,000 
to 200,000 crowns ($20,000 to $30,- 
000) for the same amount of news- 
paper and radio coverage, company 
officials felt the results balanced 
out the costs very nicely. In addi- 
tion, the promotion had received 
some publicity—such as coverage in 
a top strip—which 
have been bought 
circumstances 


cartoon could 


under any 
through regular 
channels. 44 


not 


mer finish and can be ordered in a 
variety of installation types includ- 
ing: 
® mast arm 
® gate hinge 
© center pole 
® single face 

The stock letters dispense with 
the necessity of mold charges. They 
are available in a choice of 19 stand- 
ard rectangular sizes and 18 letter 
sizes in Egyptian typeface. Other 
typefaces are available for an ex- 
tra charge. Over-all sizes listed in 
the folder 18x36” to 
418x120’. 


range from 


. for more details circle 306, page 139 


STRONGER! 


Fe Ay. AN 


New Reinforcement with 


Stronger... thinner, too! There’s no “pull 
out”? problem at ring holes when you 
use sheets reinforced with extra-tough 
Du Pont ““Mylar’’* polyester film. Thinness 
of ‘‘Mylar’’ means ease of machine repro- 
duction . . . more sheets in a binder. 

Cut replacement costs with the dozens 


of new stationery items now being made of 


‘‘Mylar’’. Specify “‘Mylar’’ when order- 
ing stationery items from your supplier. 
For demonstration sheet, write: The 
Du Pont Co., Room VI, Film Depart- 
ment, Wilmington 98, Delaware. 
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Du Pont Mylar 


(R 


res the has 


Du Pont n 


Du Pont’ sregist 


DU PONT 


MYLAR 


POLYESTER FILM 


GRAFOREL 


Cork Letters Now available in 4 


size, they come in 18 typeface 


Giant Size Custom Letters 
Made of Graforel Cork 


Giant size, custom-cut letters in 
18 different type styles of Graforel 
cork are now available from Grace 
Letter Co., New York. 

Over 4” in size, the new large size 
has been added to the Graforel line 
which offers over 200 different al- 
phabets in sizes starting with 3/16”. 

Designed for exhibit and display 
use, the Graforel faces can be dupli- 
cated exactly in the size and mate- 
rial chosen by the customer. Usual 
delivery is one week. 

Additional information is avail- 
able from the Grace Letter Co., 77 


Fifth Av., New York 44 


Exciting Display Ideas 
Suggested by Celastic 


Details on “Celastic,” a moldable 
material offering a variety of new 
ideas in exhibits to creative admen, 
are available in an illustrated fold- 
er from Wasco Products Inc., Cam- 
bridge, Mass. 

A tough fabric impregnated with 
a solvent-activated plastic, Celastic 
may be molded or formed to any 
shape when it is dipped in the sol- 
vent. Once it has set to the desired 
shape, it will harden to retain that 
shape permanently. 


Characteristics include: 


e Permanently 
erproof 


waterproof, weath- 


® Non-corrosive, high-abrasion re- 
sistance 


® Unaffected by 
tremes 


temperature ex- 


@ Requires little maintenance 


In addition, Celastic may be fin- 
ished with paint or almost any other 
finish including polyester or epoxy 
resins, glass enamel, or non-skid fin- 
ishes. 

Illustrations show a variety of 
applications for the material. 

- for more details circle 307, page 139 
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value sheet the value 


the 


" Designer: Henry Wolf is 
irt Director of Harper's Bazaar. 
His work has received 
five gold medals and 
nine Awards of Merit 
from the Art Directors Club 
of New York. He is presently 
on the faculty of Cooper Union, 
teaching graphic design, 
and has served as chairman 
of the American Institute 
of Graphic Arts Magazine clinic 


in New York. 


New York and Penn 
commissioned designer Henry Wolf 
to create this insert, 

and to incorporate in it 
practically all the demands 

on the printability 

of paper which could be 
encountered. See for yourself 

how faithfully 

Penn/Brite Offset has reproduced 
each of his design elements . . . 
how well it passed his 

“torture test.” 

Penn/Brite Offset 

is the white, bright. 

value sheet that comes to you 


moisturized and double-wrapped. 


new york and penn 


Pulp 
and 
Paper 


Vanufacturers 


RSA 
TARA 
‘eceaa@ 





Dramatizes Merchandise . 


. Showroom for Hoover, designed 
by Franklin L. Paul, makes a maximum use of well-lit niches 


to feature individual 


models. Smaller merchandise and acces- 


sories are featured on knee-high platforms, carpeted, of course 


Display Techniques for 
Permanent Salesrooms 


A trip through Chicago's famed 
Merchandise Mart uncovers dis- 
play ideas that would prove 
even more effective in less high- 
ly competitive situations. 


By Al Bernsohn 


Of all types of permanent product 
exhibits — street-level institutional, 
plant-based display area, public in- 
dustrial museum, airport and rail- 
road station show-spaces, to name 
just a few — the hardest working, 
and in many ways the most chal- 
lenging, is the permanent salesroom 
display. 

Here the skills of the ad manager, 
decorator, architect and salespeople 
must combine to convert a substan- 


tial investment, in proportion to the 
size of the firm, into a merchandise 
showplace that pays off in prestige, 
missionary pre-selling and actual 
sales. This type of location, an ex- 
cellent example of which is The 
Merchandise Mart in Chicago, has 
much in common with the trade 
show exhibit. 

Both must capture the attention 
of passing traffic in a busy atmos- 
phere long enough to bring in the 
prospects and inform them about the 
merchandise and both must compete 
successfully against rival exhibits 
reaching for the same traffic. The 
main differences are that the per- 
manent exhibit doesn’t have to be 
demountable and portable; it allows 
for greater variation in shape and 
size of elements and generally war- 
rants use of more expensive mate- 
rials. 


> Veteran exhibitors in this type of 
location recommend bringing a mer- 
chandising-minded architect early 
in the planning, preferably even be- 
fore leasing the space. On substan- 
tial displays this could save thou- 
sands of dollars. 

The combined attributes of a 
scenic designer, interior decorator, 
window trimmer, psychologist and 
merchandising expert are needed 
to give the exhibitor maximum 
benefit from his salesroom display 

Listen to Jim Griffis, manager of 
construction for The Merchandise 
Mart: “Aim for eye appeal, just as 
a retail store uses its windows 
and many have made the view in 
through the window show a wide 
expanse of the sales floor. Some 
have abandoned windows 
completely, leaving the doors wide 
open or invisible. These exhibitors 


spaces 
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Biltmore Hotel, New York 
March 30, 31 & April 1, 1959 


THE BEST ATTENDED EVENT 
IN THE FIELD 
Average annual registration 9,655 


For exhibit space availabilities write: 
Thomas A. Noble, Chairman, 
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135 East 39th St., New York 16, 
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addressing at $20 per M. 
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feel this is the warmest way to say 
‘Come right on in.’ Be sure, though, 
to make the merchandise itself im- 
portant by giving it star billing.” 


> But four square walls are unin- 
teresting, warns Franklin L. Paul, 
veteran showroom designer and 
architect who took his basic training 
by doing displays and windows for 
Marshall Field & Co. for 12 years. 
“Space relations problems must be 
considered. These range from put- 
ting merchandise in the foreground 
and regarding all else as background 
to making it appear that the distance 
the buyer must walk to get to the 
merchandise is not an uncomfort- 
able one. 

“The display designer must take 
into consideration traffic patterns of 
the exhibit location and within the 
exhibitor’s own space, the ability of 
the buyer to touch the product, the 
size of the merchandise on display 
(to ascertain the distance from 
which it should be viewed for most 
intelligent understanding) and the 
necessary groupings of related mer- 
chandise into families so that the 
buyer can absorb the display’s mes- 


sage easily.” 


>» Stagecraft? A good example is the 
kitchen display facing the entrance. 
Instead of the model kitchen’s hav- 
ing walls at right angles to each 
other, the walls may be fanned out 
to show features along back and 
side walls easily. All that’s involved 
is a minor countertop problem. An- 
other: A bed covered with an elec- 
tric blanket, on end along a wall, to 
dramatize the big, comfortable size 
of the blanket. 

Giving which, in 
the retail store, is all too often 


merchandise, 


lined up in a tedious parade, indi- 
viduality and a chance to arrest its 
own special attention is a majo. 
challenge in the showroom, es- 
pecially when many items are be- 
ing offered. Variations in backdrops 
by material, shape or color, in 
pedestal heights and in lighting are 
some of the devices available fo 
accomplishing this. Establishing of 
niches is another 


> In Amana’s new display for the 


Contrasting Shapes Showroom for 
Amana by Custom Displays uses curved 
elements to contrast with rectangular 
freezers, refrigerators and air-condition 


ers 


1959 Winter Home Furnishings 
Market, Bob Wellington, Custom 
Displays Inc., featured upright food 
freezers on spots of color (circular 
platforms) which, in turn, are 
spaced on a carpet freeform sec- 
tion. The freezers, being essentially 
rectangular, are backed up with 
a circular pattern of cutouts painted 
blue. Horizontal chest type freezers 
in the display are near the uprights 
and the same circular accents are 
carried out by using a circle of 
carpet below the units. Top-hat 
lights are mounted in circular ceil- 
ing sections over three chest units 
placed in angular positions. 

In the air conditioning section a 
pool is being installed below the 
units to create an atmosphere of 
coolness and a circular ring mounted 
around the air conditioners carries 
out the same feeling of accenting 
the lines of the product. This reflects 
light in all directions to attract the 
eye. 

In contrast, the central system ail 
conditioning units are in their own 
area with the setting featuring the 
engineering designed into the prod- 
uct. All this is accomplished in a 
space of modest size, yet the con- 
trasting settings do not give an im- 
pression of being crowded togethe 


> While occupancy of these areas is 


permanent, and most leases run 


Brilliant Space 

Mixed incandescent and 
fluorescents, white 

: vinyl floors, make 
Westinghouse space 

by Dramaturgy Inc 
effective 





three years, merchandise does 
change and sometimes these changes 
take place between primary mar- 
kets. Ken Malmgren of K. W. 
Malmgren & Associates brings many 
fresh, young ideas into his sales- 
room designs along this line. 

In an exhibit showing a wide 
variety of types and styles of furni- 
ture, he uses various textures and 
colors of curtains as dividers, giv- 
ing the 


separate indi- 


viduality, adding a light, airy quality 


sections 


to the set-up and permitting easy 
shifting of the “walls” by simply 
re-mounting the ceiling brackets. 

In a display where basic positions 
of important merchandise are likely 
to change from month to month, he 
employs buss lines along the ceiling 
to allow simple re-positioning of the 
lighting at the exhibitor’s will. 

In a salesroom in which children’s 
clothing is brought to buying tables, 
he has installed a wide range of 
lighting above a translucent ceiling 
so that market 
effected simply by throwing differ- 
ent switches. Even the walls divid- 
ing the sections in which individual 
buyers sit at tables while viewing 


changes can be 


the merchandise can be shifted in 
minutes to vary the number to be 
accommodated 


> While salesroom display designers, 
like most artists, differ widely on 
many things, on one they are 
unanimous: lighting is probably the 
most essential factor in the display 
It is growing in intensity almost an- 
nually. Where once 18 foot-candles 
was acceptable, today basic lighting 
spotlighted 
areas it may reach 200 or 300. 


is nearer 80 and, in 


Lighting may account for 30' 
or even 50 of the cost of a display 
installation and be money well 
pent, they hold. It can carry a 
powerful part ol the psychological 
load of the exhibit, giving warmth, 
brilliance, attention, color and vi- 
tality to various parts ol the sales 


area 


Fiexible Arrangement 
well-lit emi-private nic 
handis¢ tored behind 
Ken Malmaren sf fic 


ing t uit individual taste 


Colorful Entrance A sheet of m« 
background just inside 


trance. Designer Ken Malmgren al in 


tile provide 


talled accordion walls to easily vary 


elling areas 


>’ The range of materials that can 
be used in such salesrooms is un- 
limited. Where once mahogany held 
practically sole sway, later to be 
replaced by mahogany covered with 
paint, today plastic (including the 
transluscent sheets in which leaves, 
butterflies, etc. are embedded and 
which is illuminated 
from behind), wallpaper, crab or- 
chard stone, more natural woods 
with walnut growing in popularity 

usually in the lighter colors, grass 


sic 


customarily 


cloth, real and imitation leather and 
a tremendous range of fabrics all 
are popular with various designers 

Rarely do the architect-interio 
decorator teams designing display- 
sales rooms marry to one product 
often enough to have it linked to 
them as a trademark. Rather they 
stand ready to utilize the new forms 
of glass and other exhibit tools to 
help create a salesmaking setting 


for the brand and the merchandise. 


> In floorings, vinyl is widely the 
first choice as a hard surface n 


ici 
terial, but the designers favor car- 
peting when the merchandise of- 
fered in the space 1S ready-to-weal 
or fine furniture or in the private 
office portion of the display space 
Vinyl’s popularity is based on its 
excellent surface texture, its dura- 
bility and the great variety of pat- 
terns available, they say 

Carpeting, in addition to its lux- 
ury feeling, is valuable, along with 
accoustical ceilings, in creating a 
pleasant, relaxed atmosphere, even 
when floor traffic is fairly heavy 
And, just as lighting is curving up- 
lighter- 
colored floor coverings, wall cover- 


ward in intensity, so are 


ings and display units coming into 
more common usage. 


> Other tips: 


© Gear the quality of the setting 
to that of the merchandise. Middle 
quality goods may be enhanced but 


could also be cheapened by too 
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FREE CATALOG OF 


Outdoor 
Displays 


16 PAGES OF 
DISPLAY IDEAS 


Pennants—Flag, strip, panel, spiral, 
and propeller styles. Letter-Banners 
Your own messages in cloth letters up 
to 28” high. Grand Opening and An- 
niversary Displays—For any type re- 
tail outlet. Holiday Decorations—Gay, 
colorful, festive. Also Cutout display 
letters, plastic spinners, stick-on post- 
erettes, nautical display flags, etc. 


ORDER YOUR FREE COPY TODAY 


The Pratt Poster Co. 


be sure to see us at 


POPAI ? 3 


BOOTH 


Send for Vue-More’s factual 
bulletin AR-3 and price list. 


vue-more = 


Leading Manufacturer of Turntat 


601 West 26th Street, New York 1 


@ Ever held a press conference ? 
© Know how to behave at one? 


@ Afraid of being on the spot? 


See AR for April 
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Sculpture in Air 
Dramatic symbol of 
company contributions 
is center of Philco’s 
room around court, 
in daring conception 
by Dramaturgy Inc 


background. Professional 
buyers often appraise these things 
with surprising accuracy. 


costly a 


® Consider occasional identifying 
messages to be used in conjunction 
with merchandise. If features or 
prices are missing on unusual or ex- 
ceptional-value goods, manufac- 
turers might conceivably snob 
themselves out of sales. 


® Dare to be different. Mr. Paul 
abandoned shelves in a lamp dis- 
play, for example, and substituted 
arms emerging from the wall and 
fitting under the lamp bases in- 
visibly. Thus he escaped the prob- 
lems of varying heights, added in- 
terest to the wall and managed to 
give almost all the lamps individ- 
uality. 


® Choose architects and decorators 
who can work together harmonious- 
ly if they’re not in the same firm. 
A conflict between these two es- 
sential teammates can spoil the in- 
tegrity of an exhibit. 


® Don’t forget the people who must 
man the space. Give them an at- 
tractive setting and a comfortable 
location in which to work. Omission 
of mail slots, telephone locations, 
good locations for desks and office 
furniture can impair the value of 
an exhibit. Visit with the salespeo- 
ple located in the space for ideas. 


e If the merchandise is_ readily 
portable, plan so that shoplifting is 
minimized. This alone has caused 
many an open-fronted display to 
lose much of its effectiveness when 
it becomes necessary to shut off 
some of the entrances. 


Hanging Showcases . . . Architect Gerald 
S. Adelman and designer Arthur A 
Ehrlich got the idea for the Swank show 
room from wall telephone booths 
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@® Lean heavily on charming ac- 
cessories to lend individuality and 
imagination to a display. These can 
be changed readily and inexpensive- 
ly and can attract prospects to the 
basic merchandise. 


> Remember that, even though the 
area is designed largely for the 
hard selling of merchandise, it can 
and should bring prestige and status 
to the exhibitor. Philco caught the 
fancy of every appliance buyer 
visiting The Merchandise Mart by 
its daring floating of a huge bronze 
sculpture depicting its contributions 
to society in the light court of the 
building and opening windows in 
the walls all around it so that it 
could be readily seen, even from 
the corridors. 

The company monogram, pictures 
of its plant or its officers, its slogan, 
its national advertising program— 
all of these evidences of corporate 
stature may well be employed in 
this type of location where respect 
is gained and sales are made. 44 


Bright Future Trend... 


Housewares Show 
Bustles With Buyers 


Bigger, better ’n busier than ever, 
the 30th National Housewares Ex- 
hibit at Navy Pier fairly bustled 
with beaming optimism caused by 
the busy buying activity. 

“For the first time in the history 
of the show, we had to let some of 
the buyers in without badges the 
first morning,’ NHMA public re- 
lations manager Franklin R. Ullrey 
said happily. “They were stacked 
so deep waiting to get in, we 
couldn’t wait for badges.” 

Nor, evidently, were the buyers 
attending the show just looking. 
They were buying, a fact reported 
gleefully all over Chicago . . . the 
same city that had looked fearfully 
into a somewhat gloomy future at 
the same show just one year ago. 


> Exhibit-wise, the show—at first 
sight—seemed to fairly glow with 
color. Later inspection led this re- 


porter to believe most of the actual 
show color was coming from the 
increasing pastel trend in house- 
wares. A general upgrading of both 
products and exhibits created a 
pleasant scene proving companies, 
in general, tend to get more promo- 
tion conscious all the time. 

Spectacular exhibits are not to 
be expected from a show of this 
kind, and unusual exhibit ideas 
were conspicuous at the show be- 
cause of the scarcity. 

The reason for holding back on 
exhibit ideas is the coming Exposi- 
tion Building planned to brighten 
the city’s exhibit future. 

According to Frank Ullrey, most 
of the exhibitors are planning to go 
“all out” with exhibit plans in 1961 
to match the new exhibit center. 


> Probably the most interesting ex- 
hibit effect was obtained by Revere 
Copper and Brass Inc., Rome, N.Y. 
Occupying a space equivalent to 
five standard booths, this company 
displayed its “Revere Ware” ap- 
parently suspended in mid-air 
across the back of the exhibit space. 
Close inspection revealed the “sus- 
pension” effect was achieved by 
die-cut openings for each model cut 
into a glass-like plastic back-wall. 
The name “Revere Ware” was of 
giant copper letters which had been 
fastened on the same _ back-wall 
giving the same suspension effect 
until the viewer was quite close to 
the exhibit. 

A novelty gimmick of just a bowl 
of water and a small sign brought 
visitors to see the International Ap- 
pliance Corp., N.Y., exhibit and 
proved that creativity doesn’t al- 
ways need money to be effective. 
Hardly any visitor passing the 
booth got past the sign without 
stopping—staring—chuckling —and 
then talking to one of the booth 
attendants. The reason? The small 
sign said simply: “Mexican Invisi- 
ble Fish” . . . Feeding Time—12—2 
—4, 


> Other exhibits worthy of mention 
included: 


© Buckeye Mardigan Corp., Woos- 
ter, O.... An automatic immersion 
device displayed the company’s new 
automatic, immersible electric cof- 
feepot. 


© Big Boy Barbecuers, Burbank, 
Cal. .. . Almost every model in this 
line was shown in action with real- 
istic “steaks,” “chickens,” etc., ap- 
parently cooking over glowing 
“coals.” The effect was appetizing 
to say the least. 


e W. C. Redmon Sons & Co., Peru, 





Ind. . . . This company illustrated 
the strength of its baskets and han- 
dles by hanging one—loaded with 
approximately 76 pounds of bricks 
from a scale. The strength of both 
the handle and the Masonite basket 
bottom were demonstrated in this 
effective display. 


@ Proctor Electric Co., Philadel- 
phia ... A United States map ani- 
mated by blinking lights illustrated 
this company’s tv coverage as a 
selling point to visiting dealers. 


e Rogers Plastic Corp., West War- 
ren, Mass. ... To prove its line of 
plastic ware could stand high heats, 
this company centered its exhibit 
interest around a “Lady Arnold” 
plastic cup immersed in water 
heated up to the simmering point. 

44 


New Version Introduced 
Of Floating Floors 


A new simplified version of the 
raised floor device has been devel- 
oped by Floating Floors Inc., New 
York. 

The original “Floatirg Floors” 
used steel frames on the floor plates 
that locked onto pedestal heads. 
Now, according to the company, the 
new version eliminates the steel 
frames after finding them unneces- 
sary. 

As a result, a variety of advan- 
tages can be listed including: 


@ lower cost 

@ reduced noise and vibration 

@ greater subfloor area despite low- 
er over-all height 

® easier access 

® easier to assemble and_ take 
down. 


Secret of the steel frame elimina- 
tion is the development of self- 


nee 
New Development . . . Floating Floors 
Inc. offers a new, simplified version fea- 
turing only two of the three components 
in the original version for ease in han- 


dling. 
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Congratulations ! ‘| Thanks, Boss, the field 
You're getting up a lot men all like Meyercord 
more signs, Bill! “no water” Pressure 
Sensitive Decal Signs. 


MEYERCORD 


PRESSURE SENSITIVE 
Permanent DECAL SIGNS 


In 1958... hundreds of Point-of-Sale 
advertisers adopted Meyercord 


PRESSURE SENSITIVE DECAL SIGNS 


«+. we predict hundreds more will 
switch to them in 1959... because 


e they'll say “goodbye forever” to decal water appli- 
cation problems... the bucket and sponge become 
obsolete. 


e they’re easily and quickly applied ... yet as durable 
and long-lived as any decal sign ever made! 

3 e@ experience shows field men “get more of them up.” 

* 

2’ @ this new concept in Point-of-Sale decal signs is the 
product of Meyercord research ... a decal sign of 
proved performance and appearance, manufactured 
by the world’s leader in decalcomania! 


i 


Pressure Sensitive Decal brochure. Write today ! 


the MEYERCORD co. 


Dept. F-207—5323 W. Lake Street, Chicago 44, Illinois 
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Dramatic symbol of 
company contributions 
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in daring conception 
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costly a background. Professional 
buyers often appraise these things 
with surprising accuracy. 


® Consider occasional identifying 
messages to be used in conjunction 
with merchandise. If features or 
prices are missing on unusual or ex- 
ceptional-value goods, manufac- 
turers might conceivably snob 
themselves out of sales. 


® Dare to be different. Mr. Paul 
abandoned shelves in a lamp dis- 
play, for example, and substituted 
arms emerging from the wall and 
fitting under the lamp bases in- 
visibly. Thus he escaped the prob- 
lems of varying heights, added in- 
terest to the wall and managed to 
give almost all the lamps individ- 
uality. 


® Choose architects and decorators 
who can work together harmonious- 
ly if they’re not in the same firm. 
A conflict between these two es- 
sential teammates can spoil the in- 
tegrity of an exhibit. 


® Don’t forget the people who must 
man the space. Give them an at- 
tractive setting and a comfortable 
location in which to work. Omission 
of mail slots, telephone locations, 
good locations for desks and office 
furniture can impair the value of 
an exhibit. Visit with the salespeo- 
ple located in the space for ideas. 


e If the merchandise is_ readily 
portable, plan so that shoplifting is 
minimized. This alone has caused 
many an open-fronted display to 
lose much of its effectiveness when 
it becomes necessary to shut off 
some of the entrances. 


Hanging Showcases . . . Architect Gerald 
S. Adelman and designer Arthur A 
Ehrlich got the idea for the Swank show 
room from wall telephone booths 
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e Lean heavily on charming ac- 
cessories to lend individuality and 
imagination to a display. These can 
be changed readily and inexpensive- 
ly and can attract prospects to the 
basic merchandise. 


> Remember that, even though the 
area is designed largely for the 
hard selling of merchandise, it can 
and should bring prestige and status 
to the exhibitor. Philco caught the 
fancy of every appliance buyer 
visiting The Merchandise Mart by 
its daring floating of a huge bronze 
sculpture depicting its contributions 
to society in the light court of the 
building and opening windows in 
the walls all around it so that it 
could be readily seen, even from 
the corridors. 

The company monogram, pictures 
of its plant or its officers, its slogan, 
its national advertising program— 
all of these evidences of corporate 
stature may well be employed in 
this type of location where respect 
is gained and sales are made. 44 


Bright Future Trend... 


Housewares Show 
Bustles With Buyers 


Bigger, better ’n busier than ever, 
the 30th National Housewares Ex- 
hibit at Navy Pier fairly bustled 
with beaming optimism caused by 
the busy buying activity. 

“For the first time in the history 
of the show, we had to let some of 
the buyers in without badges the 
first morning,’ NHMA public re- 
lations manager Franklin R. Ullrey 
said happily. “They were stacked 
so deep waiting to get in, we 
couldn’t wait for badges.” 

Nor, evidently, were the buyers 
attending the show just looking. 
They were buying, a fact reported 
gleefully all over Chicago ... the 
same city that had looked fearfully 
into a somewhat gloomy future at 
the same show just one year ago. 


> Exhibit-wise, the show—at first 
sight—seemed to fairly glow with 
color. Later inspection led this re- 


porter to believe most of the actual 
show color was coming from the 
increasing pastel trend in house- 
wares. A general upgrading of both 
products and exhibits created a 
pleasant scene proving companies, 
in general, tend to get more promo- 
tion conscious all the time. 

Spectacular exhibits are not to 
be expected from a show of this 
kind, and unusual exhibit ideas 
were conspicuous at the show be- 
cause of the scarcity. 

The reason for holding back on 
exhibit ideas is the coming Exposi- 
tion Building planned to brighten 
the city’s exhibit future. 

According to Frank Ullrey, most 
of the exhibitors are planning to go 
“all out” with exhibit plans in 1961 
to match the new exhibit center. 


> Probably the most interesting ex- 
hibit effect was obtained by Revere 
Copper and Brass Inc., Rome, N.Y. 
Occupying a space equivalent to 
five standard booths, this company 
displayed its “Revere Ware” ap- 
parently suspended in mid-air 
across the back of the exhibit space. 
Close inspection revealed the “sus- 
pension” effect was achieved by 
die-cut openings for each model cut 
into a glass-like plastic back-wall. 
The name “Revere Ware” was of 
giant copper letters which had been 
fastened on the same _back-wall 
giving the same suspension effect 
until the viewer was quite close to 
the exhibit. 

A novelty gimmick of just a bowl 
of water and a small sign brought 
visitors to see the International Ap- 
pliance Corp., N.Y., exhibit and 
proved that creativity doesn’t al- 
ways need money to be effective. 
Hardly any visitor passing the 
booth got past the sign without 
stopping—staring—chuckling —and 
then talking to one of the booth 
attendants. The reason? The small 
sign said simply: “Mexican Invisi- 
ble Fish” . . . Feeding Time—12—2 
—4, 


> Other exhibits worthy of mention 
included: 


© Buckeye Mardigan Corp., Woos- 
ter, O. ... An automatic immersion 
device displayed the company’s new 
automatic, immersible electric cof- 
feepot. 


© Big Boy Barbecuers, Burbank, 
Cal. .. . Almost every model in this 
line was shown in action with real- 
istic “steaks,” “chickens,” etc., ap- 
parently cooking over’ glowing 
“coals.” The effect was appetizing 
to say the least. 


© W. C. Redmon Sons & Co., Peru, 





Ind. . . . This company illustrated 
the strength of its baskets and han- 
dles by hanging one—loaded with 
approximately 76 pounds of bricks— 
from a scale. The strength of both 
the handle and the Masonite basket 
bottom were demonstrated in this 
effective display. 


e Proctor Electric Co., Philadel- 
phia ... A United States map ani- 
mated by blinking lights illustrated 
this company’s tv coverage as a 
selling point to visiting dealers. 


@ Rogers Plastic Corp., West War- 
ren, Mass. ... To prove its line of 
plastic ware could stand high heats, 
this company centered its exhibit 
interest around a “Lady Arnold” 
plastic cup immersed in water 
heated up to the simmering point. 

44 


New Version Introduced 
Of Floating Floors 


A new simplified version of the 
raised floor device has been devel- 
oped by Floating Floors Inc., New 
York. 

The original “Floating Floors” 
used steel frames on the floor plates 
that locked onto pedestal heads. 
Now, according to the company, the 
new version eliminates the steel 
frames after finding them unneces- 
sary. 

As a result, a variety of advan- 
tages can be listed including: 


© lower cost 

e reduced noise and vibration 

® greater subfloor area despite low- 
er over-all height 

® easier access 

® easier to assemble and_ take 
down. 


Secret of the steel frame elimina- 
tion is the development of self- 


Spa 


New Development . . . Floating Floors 
Inc. offers a new, simplified version fea 
turing only two of the three components 
in the original version for ease in han 
dling 
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the ‘‘selling-est"’ displays 
are powered 


by dependable 
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SPAN GHIRIGIN 


TIMING MOTORS 


SYNCHRON the 
proven name in P.O.P 
motion— built by Hansen, 
recognized as quality 
leader in timing motors 
Precision engineering and 
rigid quality control as 
sure dependable, trouble- 


Iree power, 


Oe 
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SYNCHRON 30 


Super Hi-Torque Timing Motor 


Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at | RPM. 


SYNCHRON 20 


Hi-Torque Timing Motor 


For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at | RPM. Can be adapted to any special type of 
motion display. 


if rt Workh he 4. . 
. > * "Work worse of the Industry 
es OVER 50 YEARS OF SERVICE 
HANSEN MANUFACTURING COMPANY 
Ree C2007 ESTABLISHED 1907 


HANSEN REPRESENTATIVES 
t., Chicago, Iil.; Winslow Electric ( 
n., Philadelphia, Cleveland; 
Angeles (WEbster 3-7591 
es, Ir Roche 
ctady, New York. 


3M PRE-MADEREADY ELECTROTYPES 


SERVICE 


IS MORE 
THAN 
JUST A 
WORD 
ELECTROTYPE 


AT LAKE SHOR DIVISION 


1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 


REILLYTYPES + REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 
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PRINCETON 11, IND. 


alining, die-cast aluminum floor 
plates and_ self-locking pedestal 
heads. The self-alinement feature is 
achieved by means of uniform die- 
cast tolerances held in the pedestal 
heads. These tolerances, when lock- 
ing to the bottom ribs of the die- 
cast aluminum plates, aline the en- 
tire floor. 

The noise and vibration have been 
reduced by impregnating the new 
pedestal heads with a rubber coat- 
ing. The new version of Floating 
Floors retains the supporting capac- 
ity of the original version, which 
was able to take point loads of 1,- 
000 pounds per caster or uniform 
loads of 250 pounds per square foot 

Price per square foot ranges from 
$6.50 to $4.25. All new development 
in the second version of Floating 
Floors can be adapted to units al- 
ready in service. 44 


Basic ‘Reflex’ Exhibit 
Can Have Many Faces 


A new pre-fab exhibit offering a 
wide variety of individual presenta- 
tion possibilities has been developed 
by Regent Specialties, Rochester, 
N.Y. 

The secret of this mass-produced 
display piece with the individual 
look is in the inexpensive acces- 
sories with which the user can dress 
up the basic unit. The unit can be 
easily assembled by non-profession- 
als, is constructed for standard size 
pieces that are interchangeable and 
is shipped in its own lightweight, 
permanent storage case. 

A full-color folder giving com- 
plete details on the exhibit shows 
a variety of the applications possi- 
ble with the basic unit and acces- 


sories 


- for more details circle 310, page 139 


I'm going to make myself useful, 
dear ... you won't have to hire a 
model for your booth this year! 
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is an Art 


Everyone who uses type — and 
what adman does not? — should 
know something of the fascinat- 
ing history of type. Here is some 
of the background, and some of 
the rules learned through the 
years, as outlined by an agency 


executive and type-lover. 


By Jack D. Rittenhouse 

Vice president, 

Marsteller, Rickard, Gebhardt and Reed 
Houston 


A commercial artist has a more 
difficult assignment than the artist 
who can paint whatever he wishes, 
who can express himself solely for 
the sake of whether 
anyone else understands it or not. 
His task is to produce an illustration 
that will convey an idea that gets 
across to the reader. Since the illus- 
tration alone cannot carry the entire 


expression, 


story, it is necessary to use type 
the printed word even though 
that type may be only the name of 
the advertiser. 

Here is where the work of the 
artist and the work of the typesetter 
join. Printer’s type becomes a part 
of the complete illustration. Since 


the artist may specify, or recom- 


This article has been adapted from a talk 
given before the Artists Guild of Houston. 


mend, or at least, approve the type 
to be used, it is important that we 
have some appreciation and under- 
standing of type as an art medium. 

There is an old phrase that refers 
to “mastery of the medium.” Archi- 
tects, who deal with stone and wood, 
call it “mastery of the material.” It 
means you become so familiar with 
the medium or the material that its 
use becomes second nature. Such 
mastery can be achieved only by 
understanding the real nature of the 
medium. 


> Part of a page of the famous Gu- 
tenberg Bible is reproduced above. 
This appeared in 1456, 503 years ago, 
and was one of the first books 
printed from movable type. It was 
one of the beginnings of printing as 
we know it. 

But letters are actually older than 
type. Let's look at the stages 
through which the letters of ou 
modern type came into being. 


INSTITYIT CVMIAM 


This first example shows the 
square Roman capital letters. These 
had been inscribed on stone by the 
Romans. Until the 8th century, this 
type of letter was the principal style 
used. 


PERDVCANTALLOVRE STA 


Starting about the fifth century, 
there was a slight change, to what 
were called rustic capitals. 


bev brew volu oftendere fermone : 
 prolinus aliquid fathdimnbis 


QUISINMeocoKdEFU 


With the uncials, also starting 
around the fifth century, we see the 
beginning of small letters 


Uertem ouncuae Lupe 


The half uncials, from around the 
eighth century, are closely related. 


efé Gui autem fiper pec 


By the ninth century, it became 
apparent that a more standard form 
of lettering was needed. As a result 
’ Caro- 

These 
were written with a quill pen whose 
point was cut on the oblique. The 
small, or lower case, letter had de- 
veloped from the Roman capital 


Natalis hove feu tyrannus beef 


The gothic letter, which was the 
one adopted by Gutenberg, first ap- 
peared 


of an order of Charlemagne 
line letters were developed 


around the 12th century 


Their design bears a relationship to 
the forms of the great cathedrals, 
whose started 


construction about 


the same time 
Adeo dimifltr feiptonem Lett 


Frenolardir; con morte acerba 


These two are from Italy of the 
15th century, and arose from a need 
for a faster way of letterin 
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Accuracy 


quality 
typography 


SHIAONV SOT—OOVIIHD 


THIS IS A SPECIMEN 


A SPECIMEN 
IS A SPECIMEN 


ERN’S ATLANTIC 


Ilustration B These classic type- 
faces, by Bodoni, Caslon, Jenson and 
Baskerville (reading down), date back to 


the 18th century 


These began to gain wider use, and 
the gothics remained in vogue only 
in Germany. 


> In the early days of printing, many 
printers designed and cut their own 
type. It was some time before the 
independent type designer appeared 
on the scene. Today, most type de- 
signers are artists or are allied to 
some branch of art. 

The early type designers, whose 
work is shown in illustration B, had 
varied and unusual backgrounds. 
The top line is Bodoni, produced by 
Giambattista Bodoni in the late 
1700's. He had a comparatively 
straightforward career, being a court 
printer in Italy. 

The second line is Caslon, designed 
by William Caslon around 1730. He 
started out as an engraver of the 
fancy curliques on gun stocks. A 
printer asked him to cut a font of 
Arabie type, which bore some rela- 
tionship to the gun engravings. Cas- 
lon included his own name as his 
signature, and the design was so 
enthusiastically greeted by printers 
that he was asked to cut a complete 
font. 

The third line is a design, by 
Nicolas Jenson, dating back to 1470. 
Jenson was originally the director 
of a French mint, an expert at coin 
design and engraving. Getting into 
printing, he moved to Venice, closer 
to the then center of the art. Cloister 
and Centaur, still in use, follow the 
Jenson style. 

The last line was designed by 
John Baskerville, around 1750. He 
was an Englishman with a varied 
career. He taught writing, carved 
inscriptions on tombstones, designed 
carriages, and made a fortune as a 
manufacturer of tinware before get- 
ting into type design. It is especially 
adapted for printing on a hard-sur- 
face paper. 


> But regardless of the style of type 


you are using, in advertising you 
must leave nothing to chance in pro- 
ducing a message that will be read 
and understood. This is where indi- 
vidual taste may come up against 
fixed principles. The artist’s problem 
then becomes one of producing a 
beautiful, or at least, pleasing ad- 
vertisement within the functional 
limits of what the human eye does 
and can do. 

The studies of type and how we 
read it have led to three basic ele- 
ments that affect readability: length 
of line, size of type and style of type. 
Tests have been made on all of 
these, to find which ones work better 
than others. 


> For example, lines of type can be 
too long or too short, just as stair- 
ways can be too steep or too deep. 
The eye does not observe one word 
at a time, but moves in strides along 
a line of type. Tests have shown that 
the maximum length for eye comfort 
is an alphabet and a half, or about 
39 or 40 letters, with two alphabets 
about the upper limit. This applies 
to the average text letter, and would 
not apply to wide, expanded letters. 

Other tests have given us facts 
about type size. Newspapers are in- 
terested in the smallest practical 
type size, in order to get the most 
news in the least space. They use 
type that is only 7 or 8 point, but 
this is too small for the usual ad. 
The best type sizes for books or ads 
are those from 10 to 18 points. Since 
the average distance for reading is 
14 to 16” from the eye to the printed 
page, you cannot comfortably go 
larger than 18 points. Once in a 
while, you will see an ad whose short 
body copy is set in very large type, 
but here the text is really a very 
long headline. 

In headlines, by the way, it is 
easier reading when upper and low- 
er case letters, or large and small 
letters, are used instead of all capi- 
tals. An over-long headline will cut 
down readability, too. About four- 
teen words is considered the maxi- 
mum for comfortable reading. 


> The style of type used for body 
copy has some bearing on its read- 
ability, too. To shift from Garamond, 
Century, Times Roman, or similar 
type, to one of the sans serif faces, 
like Futura, Metro, or Vogue, can 
cut down reading speed by as much 
as 15%. This is attributed to habit; 
the human eye has been accustomed 
to serifs for years. After all, Ger- 
mans can read German type easily; 
Israelis have no trouble with He- 
brew letters. But both of these are 
unfamiliar to us, and we find them 
difficult. 


Another factor that must be taken 











WHAT'S A NIXIE TUBE? 


HOW DO YOU GET A SHOT OF ONE? 
WHO SHOOTS IT? 


Fill in the attached reply card and get all the facts 
of how we can help you shoot your “Nixie Tube 
project”. 


There are over 5,000 skilled U.P.1. photographers 
throughout the country and the world. Call us, 
wire us, write us—to handle your next application 
photo assignment. 


CALL COLLECT: 


New York—PEnnsylvania 6-8500 
Chicago— W Hitehall 4-4733 
Pittsburgh, Pa.—ATlantic 1-0848 
Philadelphia, Pa.—W Alnut 2-1748 
Boston—LIberty 2-2400 

San Mateo, Calif.—FlIreside 5-8278 
Hollywood, Calif.—HOlly wood 7-5067 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


=SS REPLY CARD 


BUSIN 


First Class Permit No. 18233, Sec. 34.9 P. L. & R., N.Y., N.Y. 


Roy Mehiman, Director 


Postage 
Will Be Paid 
by 
Addressee 


COMMERCIAL PHOTOGRAPHY DIVISION 


UNITED PRESS INTERNATIONAL 


461 Eighth Avenue 
New York 1, New York 


MU 





U.P.1. SHOOTS NIXIE TUBE FOR BURROUGHS 


The Plainfield, N. J. tube manufacturing plant of 
the Burroughs Corporation, Detroit, needed shots 
of this electronic tube development for use in a 
publicity article for selected electronic trade 
magazines. Time was short. 


A phone call to the Commercial Photography 
Division of U.P.1. quickly brought a photographer 
specializing in this type of industrial application. 
Result—Burroughs Corporation got our usual 
quality photo story—on time! 


Burroughs Corporation—and many other large 
and small manufacturing and service companies— 
have come to depend on the Commercial Photog- 
raphy Division of U.P.I., because they get top 
service——top quality—and that extra imagination 
that make a good photo story a winner. 


LET U.P.I. 
MAKE YOUR STORY 
BIG NEWS 


ROY MEHLMAN, DIRECTOR 


Please send me complete information, including costs, about 


the services checked: 


[-] Color Photography 
(] Stock Photographs 


(_] Industrial Application Photography 
[-] Publicity Photos and Mailings 


{-} Telephoto Transmissions 


(-] Product Shots for Catalogs and Ads 


(_] Photographic Reportoriai Service 


| 








of men is our art of printing. 


of men is our art of Printing 


ant of all that is divine in man. 


J 


in man. If we would, we may through 


rts of men is our 


and 
off sizes 


No 
2 limit 
hon aeons 


TP eT ee 


PRD MOMs MOMS MOM 


Illustration C . Tonal intensity is an 
important characteristic of type, espe- 
cially in mass. Here it varies from 12 to 


40 


into account is tonal intensity. This 
refers to the degree of blackness, not 
of a single letter but of a block of 
type. Just as a scene reflects a total 
amount of light that can be meas- 
ured on the scale of a light meter, so 
the intensity of a block of type can 


Ses “Fotosetter /Warwick Typography" 


Illustration C shows five examples 
sfostaneaetstssce"2"° MIDGET MAKES MAN-SIZE IMPRESSION 
According to “Typographer’s Desk 


Manual,” by Eugene de Lopatecki, 
the Caslon, on top, has a tone value 


of only 12. Beneath this is Gara- the right way. For mail order ads, labels, 
mond, with 20, followed by Century 


documents consult Warwick first. 
Expanded, 26, Franklin Gothic, 39, Discover how well it can be said. 
and finally, Cooper Black with a No Size Limit—Here type is tempered to fit 
bold 40! Artists will find this prin- your layout. 4, 5, 6—any point size——is possible 
ciple of density useful in selecting including those in-between sizes. 


Say a lot in a little space. 
Say all you want to say... in just 


the tone value of a headline type to Unlimited Type Selection — All Fotosetter faces 
harmonize with an illustration out Pomme te ERE Sy GS Ss FOS CREA. 
When vou print type in color, the Super Sharp Letter perfect to a gnat’s-hair serif. 
tone value will go down. lhe most perfect Photo-Repro proofs available 
Space Saving—Special Fotosetter character design 
> Another factor in readability is packs more copy in a given space. Up to 33° more. 
type size, and this is often confusing 
The point size of a typeface refers to 
the size of the metal which carries 
the type, not the letter itself. If you 
examine a piece of type, like the one 
shown on the left in illustration D, - - 
you will note the space beneath the /é y kK : ‘ " . 
“h,” which must be saved for the W ae my He TYPOGRAPHERS, Ine. 
descenders of such letters as “y.” 920 WASHINGTON AVE. e ST. LOUIS 1, MO. ¢ PHONE CENTRAL 1-9210 
The longer the descenders and as- 
cenders, the smaller the actual body 
of the letter. 


The right hand part of this illus- 
tration shows two letters, both the 


same point size, but obviously differ- LU Dd ah ve S 
ent in actual body size. Illustration e 
Na ees it type 


IN SECONDS! 


pli mB Tens of thousands of artists, 

~ PLAQUES ad men, printers, editors and 

g o : students have discovered the 
6, ] ! F REE illustrated brochure has — Haberule Visual Copy-Caster 


f hundreds of original ideas for Write for FREE to be the simplest, fastest, most 
Sy reasonably priced solid bronze Brochure A ae wep tte tool ever 
plaques—namepiates, swards, For trophy medal accurate copy-fitting tool ever 
testimonials, honor rolls, me- cup ideas ask for devised. At art s ipph stores 
morials, markers. Brochure B or order direct... only 10.00 

Illustration D This piece of metal 


type shows the extra space that must be MS AU ale aibabeaeilasanal ea H A B E R U L E 
left for ascenders and descenders. Leg Dept. A-57—150 West 22 St., New York 11 
end is almost all ascenders and descend 


OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 


BOX AR-245 + WILTON + CONN. 


ers, which makes it seem smaller than 


Cooper Black of the same point size 
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art art 


These five typefaces, 


are att art 


IMustration E 
with their differences in apparent size, 
ictually the 


ire all ame point size 


E shows the same word set in five 
different typefaces. All five are ac- 
tually the same point size. 

For this reason, any discussion of 
type size must be based on the vis- 
ible, printed letters, not on the print- 
er’s point size. For example, a 9- 
point Century Schoolbook has ap- 
proximately the same body size as 
12-point Centaur. This is a factor to 
consider when you have to squeeze 
a lot of type into a small space or 
have to stretch a few words into a 


block that should look large. 


> According to the Starch organiza- 
tion and its surveys of advertising, 
the number of readers who actually 
“read” the ad, rather than just “see” 
it or “notice” it, 
15 or 18° 


tual readers is so small, it is impor- 


ranges from 2% to 
When the number of ac- 


tant to do everything possible to at- 
tract and hold the reader to the 
Freak may attract, 
but it is the easy type that holds the 
Whatever the 


message 


type 


reade1 number of 


RAN 


HOr 


light 8 to 60 point 
bold 8 to 60 point 
bold italic 14 to 54 point* 
extrabold 10 to 60 point 


*Other sizes available soon 
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actual readers, you can increase it 
by using proper type, or you can 
cut it still more by using the wrong 
type. It isn’t a matter of artistic 
taste alone; it is a matter of sales 
dollars in return to the advertiser. 

44 


Describe Low Cost Photo 


Composition Machines 

Descriptive literature on two 
priced photo composing 
machines—the Foto-Riter and 
Print-A-Line—will be sent upon 
request by Foto-Graphic Products 
Co., Minneapolis, Minn. 

Both machines are said to pro- 


economy 


duce sharp, clear display copy and 
headlines in a matter of minutes. 
Alphabets come complete with caps, 
lower case, figures and punctuation 
marks. Printing can be done in any 
room light. 


- for more details circle 311, page 139 


Guide Booklet Explains 
Paper Making Process 
A 16-page booklet prepared by 


Allied Paper Corp., Kalamazoo, 
Mich., serves as both a paper sam- 


G 


ple book and a brief guide to paper 
making. 

Although designed primarily as a 
guide to supplement actual tours of 
one of Allied’s plants, the booklet 
contains six illustrated pages which 
clarify the various steps in convert- 
ing waste paper into fine printing 
papers. 

The booklet is printed on three 
separate Allied grades—Cellufold 
cover, Canary Comet colored enam- 
el and antique finish Custom offset. 


. for more details circle 312, page 139 


Mead Paper Samples To 
Get ‘New Look’ In ’59 


Mead Papers sample books will 
get a face-lifting in 1959 with new 
covers featuring a group of interre- 
lated typographic designs. Purpose 
of the new covers—all of which will 
spell out “Mead,” but in a variety of 
typographic designs—is to give the 
company’s various paper grades in- 
dividual identity plus a family rela- 
tionship. These, of course, are in ad- 
ditional to the basic functions of 
attention-getting, esthetic appeal. 

In all, 22 individual sample books 
will be involved in the program. 
Mead papers to be sampled in this 


H; 


T Uns 


For full information write on your 


letterhead to 


BAUER ALPHABETS, INC. 


235 East 45th Street, New York 17, New York 


OXford 7-1797-8-9 
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A spankin’ new cee 
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solution to your 


type selection 


- lated he 


problems 


NOW AVAILABLE TO ALL USERS OF TYPE 


One of the nation’s leading advertising typographers A dozen pages of one-line specimens—sans serif, thin 
offers a thorough working tool in a concise, easy-to- serif, square serif, script and cursive, open and shaded 


old fashioned 


handle format (292 pages, 92” x 64’, in a 14” binder). casual and machine faces—are grouped 


Complete alphabe ts are shown for every type face. 
Cap and lower case of every size are displayed with 
character count. All machine-set faces are shown solid 
and leaded in text form in eve ry size, with character 
count per pica for roman lower case, caps, and italic. 
Tables conveniently located throughout the book ex 
tend the character count to number of characters in 


any width up to 50 picas. 
Aside from the character count, a completely new 


and simplified casting system is included for those who 


} preter a short cut. 


‘ 


YA 


Ve AY 
5 


The entire contents are listed in 
one general index with cross refer- 
ence. Type families are alphabetical 


A and 16 labeled tabs quickly locate 
wed . 

: y the ck sired type faces, rules, accents, 
WILLENS 


MIGHTY MIDGET initials and miscellaneous characters. 


together for handy comparison 
\ wide selection of Filmotype faces is included as 
well as illustrations of 50 kinds of type modifications. 
We present to you a brand 
new type book—MUDGET in size 
and MIGHTY in usefulness. 


TO: GEORGE WILLENS & COMPANY 
1548 Porter * Detroit 16, Michigan 


r $15 which 


MIGHTY MIDGET TYPE BOOK 


presented by 


GEORGE WILLENS & COMPANY : 


1848 PORTER °- 


DETROIT 16, MICHIGAN 


Detroit's FIRST and FINEST Advertising Typographers—since 1916 
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manner include coated and uncoated 
book, cover papers and business pa- 
Now more than ever our phrase pare. 
The covers were created by Her- 
2, - 
Selling at the Point of Impression > bert M. Meyers, director of design 
for Mead Packaging Inc. 

The sample books, soon to be 
available, can be obtained through 
Powderless Etching of copper originals with our Mead paper merchants or by writing 
direct to Mead Papers, 118 W. First 
St., Dayton 2, O. 44 


carries new emphasis 


exclusive equipment and advanced method adds fresh brilliance 
and sharpness to color process and monochrome reproductions 


And we do mean in the publication printing where it counts Designer Says ‘Yes’... 


Do Intelligent 

TW HUTCHINGS & MELVILLE, INC. Photoengravers Readers Want 
. . 9 
4043 North Ravenswood Avenue, Chicago 13, Illinois Quality Promotion? 


How much care, quality and ex- 
Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 
pense can—or for that matte 


should—be put into a direct mail 
promotion? 


Here's how you can prepare One man who would answer “A 
BETTER Ya A lot!” is Quentin Fiore, New York 
for Reproduction & Presentation ( 


graphic designer, who has completed 


ART 241163 such a mailing in which all 1,500 


Paste-up Acetate copies of his brochure had hand 
it) Sheets with There are many clip art catalogs available, 


' painted covers, each with a slightly 
Adhesive Back but ONLY ONE complete art and layout lifter a 
: service. Ideas alone in each monthly issue different design. 
Hand Lettering & Type Alphabets are worth many times the small cost. From 
oe f th t the smallest printers to the largest concerns . ' 5 . 
— = sonen at aye such as Prudential, General Motors, etc. have ? Paper for the cover, from Fabri- 


been Clipper subscribers for many years. ano, Italy, came from a mill which 
Shading Film in Matte-Finish 


0° to cover cost has been in continuous operation 
@ Standard Screens from 30 to 85 line ‘ +4 


of packing and ceeaees . a ai es sa a 
© Sander’ tence hen 18 te 0% lie wall since the twe lith century. ry pe was 
@ Takes pencil, pen and color smoothly ; {7 bring you — flown in from Stuttgart, Germany 


Color Film in Matte-Finish ae Free eee Inside pages were printed on an 


@ 51 Different Standard matched printing Tie Comblete Curcent leon English handmade weave. Ink was 
[\ inks including Gold, Silver and Fluor- : fj specially prepared and the entire 
escent colors single current issues normally sell for $20.00. 


; The complete issue, yours to use, can make brochure was handbound in natural, 
FREE “‘How-to-do-it” booklets you hundreds of extra dollars! In addition to bleached Irish | ss 
oauaae : : : unbdleacnec risn iimen. 

ae go the current issue you will receive an unusual, a 

H. T. HERBERT CO. attractive, introductory offer. No obligation. The brochure contained an essay 

10-63 Jackson Ave. No salesman. Attach one dollar to letterhead ee m oe , 

Long Island City 1, N.Y. and mail today to Multi-Ad Services, Inc., by Mr. F ae Ue the subject of 

126 Walnut Street, Peoria, Illinois. “Paracelsus, a controversial six- 


teenth century scientist. The entire 
brochure was handled with a six- 


Attention teenth century motif. 


getters: It went to advertising agency ex- 
MACK’S ecutives, pharmaceutical houses and 
‘“*MOPPETS”’ 


Hundreds available. 
Exclusive use. ™ . 
Low priced. >» To Mr. F iore, the expensive bro- 


Write your needs chure, fashioned from the best of 
and request samples. 


DOUGLAS MACK 


paper manufacturers. 


let's do a singing com- 1550 Church St., 


SEE PAGE 114 FOR STORY , mercial. Then there's no San Francisco 14 


more copy to write! Phone: MI 7-5377 


We mean 


“Typographic Headquarters” 


Here Type Can Py SERVE You Symbolic? . . Newly adopted trademark 


f Triad, New York lithographer, create 


J. M. BUNDSCHO, INC., Advertising Typographers pattern f interlocked black-and-white 


T’s. Double symbolism is implied, since 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 ver-all design resembles greatly en 


larged pattern of halftone dot 


132+ QE - March 1959 





NOW! the GHNERAL 
... revolutionary all new 
high-speed punching machine 


rings PRESTIGE BUILDING, MONEY SAVING GB( pingri¢ BINDING within the practical reach of all organizations 


\ You are an eyewitness to a remarkable change in office binding methods for in the span of a few years 


NS \ GBC Plastic Binding has become accepted as the modern way to bind catalogs, reports, manuals 
“NEW DIMENSIO all types of literature. The many advantages | pages lie flat, turn easily handsome, attention com 
re \N N6 | pelling appearance longer life add up to outstanding benefits for all types of organizations 
MODERN PLASTIC BIND! Now, the GBC “GENERAL i research and engineering triumpl gives you the ultimate in 
*) electric paper punching for GBC plastic and loose leaf binding. The “GENERAL” costs no more than 
an electric typewriter occupies comparable space gl you a convenient, easy to use machine 
r for the plastic binding of one book r a thousand books! Anyone can operate no training is necessary 
simply plug into any outlet and the “GENERAL” is yours to command! Power packed performance 
is as thrilling as its stunning design would lead you to expect. Enthusiastic users hail the “GENERAL” 

as the necessary heart of any “‘in plant” binding department 


vty \IENERAL DINDING CORPORATION 


gut \ 7 ‘OC: 1101 Skokie Highway 


Electric Work Station Oo Northbrook, Illinois 


Please send me, Ff and without obligatior your nh 


VY DIMENSIONS IN MODERN 


NEW DIMENSIONS IN MODERN PLASTIC 


Here is a brilliantly decorated, colorfully bound 

GBC plastic bound book personally prepared for 

you. Learn how you can “prestige-pack”’ all your 

literature in modern plastic binding. You be the 

judge—see how this idea stirnulating, handsome 

plastic bound book does improve printed mate- 

rial—read how you can do the same—right in your 

own organization . . . at a new low cost. 

Send for your free copy today! aT ee 





Introducing the G3( KLECTRO-BINDER 


The greatest advance in PLASTIC BINDING ...Ever! 
Another GBC Engineering and Design Achievement 


On cea 
pages turn easily 


TUR MM Aste ae 


An All-New, 
All-Electric 
SC Plastic Binding Machine 


: \N 
You can increase your office efficiency and ‘‘go automatic’’ with ee Bind ANY THICKNESS from 3/16 
the amazing new GBC 16 EB Electro-Binder. Here is the ultimate ‘ to the NEW BIG 2° “SURE-LOX” 


in modern plastic binding a touch of the toe and quickly, 
smoothly, automatically the plastic binding is open—insert mate 
rial — another touch of the toe and like magic —the binding swiftly 
closes and the book is handsomely bound. Yet, unbelievable as it 
sounds, the cost of the GBC Electro-Binder is comparable to 
previous manual binding equipment. Is completely simple, posi 
tive, fool-proof, and compact beautifully styled and designed. 
lhe sensational new 16 EB Electro Binder, like all time proven 
GBC equipment, is dependable and guaranteed for lifetime per 
formance. Speeds up your binding operation—reduces fatigue 
cuts time and costs drastically. Anyone can operate. Truly, the 16 Bt 


; tion 
Electric 1 


» ae 
— 


KB makes plastic binding as simple as inserting paper into a type 
writer. Here is the closest thing yet to automatic plastic binding 
Ask for a demonstration. You'll see for yourself! 


-~a A SB BA SR MR * 


omar CLASS oO 
Permit No. 4 a. ‘ ‘ With the same equipment bind 
Nonmorook. | SUS 0 TT aT eee tte 


in Modern plastic and metal loose leaf! 


| ee 
BUSINESS REPLY CARD OTL 


tage stam 


- Postage will be paid by - 


GENERAL BINDING CORPORATION 
1101 Skokie Highway 


aaBaaRBZRL 


Outstanding Strength—Durability 





PRINTED IN USA 


graphic materials contributed by 

craftsmen the world over, was not a 

fantastic expense. It fits his theory 

that executives, professionals and 

people of high intellectual achieve- Keyboard Craw Clarendon 

ment want—and appreciate—the 

finest in promotional materials. TYPOGRAPHY (THE REPRODUCTION OF 
The Delphin type from Germany lettering by means of movable letter types) 

was selected to simulate a German was originally done by pressing the inked 

script of the fifteenth century. Even sneuitiiin, aie *iaiial dil ac haiaie ieee 

the gold initial “B’” which intro- r made of wood or 

duced the 201-word essay was metal against a surface of paper or vellum. 

hand-lettered in a script popular 


at the time Paracelsus lived. THE UNEVENNESS AND HARDNESS OF 


_ Paracelsus” not only reflects Mr. paper, the irregularities of types (both in 
Fiore’s ideas on graphic design, but 

also his strong opinions on direct respect of their printing faces and the 
mail promotion as well. He believes: dimensions of their ‘bodies’) and the 


e True design is restrained and un- mechanical imperfections of presses and 
selfconscious. The art should be 


subservient to the idea. PRINTING METHODS MADE THE 

e A direct mail piece can be planned work of early printers notable for 

as a permanent keepsake. corresponding unevenness, irregular- 
ities and mechanical imperfections. 


Toe left i 
tives, even contains some food for nsure that every letter left its 


thought, will be welcomed (Available now in 7 pt.) 
All institutional advertising * e e 
should be so planned as to retain or cast 1t from display matrices 
the direct approach of the spirited 
pamphleteering of an earlier day. 


“Paracelsus” graphically portrays - - - ane ” = * ™ 
those ideas * L M N oO P Q R S T UV W 


e In institutional advertising, a 
mailing piece which lacks superla- 


Also available in Craw Clarendon Book. 


Paper Company Promotes 14XYZ&1234567890 


Good Letterhead Design on 
abcdefghijklmno 
Are tastefully designed and ex- 


ecuted business letterheads expen- (i2to3é6pt. PQqrs tuvwx yz 


sive? Actually, the cost of preparing 
and mailing a single business lette1 
is higher than the cost of the sta- 
tionery on which it is written. on the MONOTYPE ! 

A brochure entitled “Two Sides to 
Your Business Letterhead,’ pre- 
pared by Neenah Paper Co., Neenah, 
Wis., establishes these points: 


Write for specimens and additional information to 


Lanston Monotype Company, 24th & Locust Streets, 


Philadelphia, Pennsylvania 
e A well-designed business letter- 
head is inexpensive. 


e Any letterhead creates some im- 
pression, so why not create a good 
one? 


Neenah Paper Co., a division of | 
Kimberly-Clark Corp., prepared the FOR YOUR NEXT CATALOG, 
booklet from the results of a survey 


which indicated that today’s busi- l PARTS LIST OR MANUAL 


ness leaders, in general, overesti- 

mate the cost of their business Cesco- 

letterheads and underestimate their wu-7 

public relations value. (HY 
The booklet does not sample or 


specify paper, nor is it a kit of LOOSE LEAF COVERS 


letterhead designs. Several sample with expandable capacity back 
letterheads, all for the same com- 


pany, illustrate the varied impres- WRITE FOR ILLUSTRATED PRICE LIST 


sions of one company that can be Cc. E. SHEPPARD CO. 
stimulated through letterhead de- 44-45 21st St., Long Island City 1, N. Y. 


sign. Copies are available. 


. for more details circle 313, page 139 
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_ Va 


Art & Photography 


Art Supplies 


Audio-Visual Aids 


Balloons 


Banners, Pennants 


30 
121 


Binders, Catalog Covers 
82 
| 
19 
95 
135 
67 
95 


Binding Equipment & 
Materials 


Books 
Calculators, Printed 


Camera Lucida 
A 
} 


Clipping Services 


104 


March 1959 


136 + aD : 


we. WD 


Control Planning Aids 
96 
Conventions & Exhibitions 


120 


95, 114, 132, 138 


Copyfitting Aids 


Decals 


Direct Advertising 


Display Materials 
Display Motors 
Duplicate Plates 


Easels, Lecterns 


Envelopes 


Exhibit Builders 


Fluorescent Inks & 
Materials 


Gravure Services 


Ink, Screen Process 


Invisible Ink Postcards 


Labels & Tags 


Lettershops 


Advert 62 
8 138 
64 


Offset Plates, Presensitized 


Packaging Materials 


Papers, Printing 


63 
27 
97-98 


59, 87-88 
23-26 


Inside Back Cover 
52-53 


a 
93 
71-72 
49 
65-66 


15-18 


117-118 
107 
5 | 
47 


Papers, Specialty 


63 

2 

80 
23-26 


Inside Back Cover 


7, 116 
93 


29 
113 


15-18 


117-118 
107 

48 

51 


Paste-Up Type 
Herbert, H. 7 ; 132 


Photo Lettering & Type- 
setting 


Photo Prints, Quantity 


Photoengraving & 
Platemaking 
138 
60 
82 
31 
51 


50 


Photographic Equipment 
& Materials 


44.45 
75 
73 
82 


Photographic Reporting 
127 


Plaques 


Plastic Plates 


Postcards, Color 


Premiums & Specialties 


Presentation Material 





Adwertisers 


Printing 


104 

48, 62 

77 

Back Cover 


Projectors 


Screen Process 


Self-Sticking Specialties 


13 
20 
62 
76 
80 

132 


104 
97-98 


138 


59, 87-88 
92 

106 

23-26 

95 


60 
104 


Sign Materials 


Signs & Identification 
Materials 


138 
109 

31 
129 
123 


14 

Inside Back Cover 

: 121 

3n Choppe 55 
U : sravure Inc. Back Cover 


Signs, Metal 
Signs, Plastic 

Inside Back Cover 
Stock Art 


VRAPCTR PDF 


Netedelll * Loo 


138 
104 


“104 
82 


Stock Mailers & Postcards 


KA Al 


Stock Photos 


Turntables, Display 


v 


Typefounders 


Typography 


ALPHABETICAL INDEX 


75 

138 

Inside Back Cover 
>ardboard 68 
48, 62 

52-53 

90 


ee Me 
80 


133-134 


138 
93 

73 

31 
101 
96 

82 
129 
71-72 


29 
124 
I 
132 
30 
82 


} 


= Visual Aids 


138 
Window & Store Displays 


30 

138 

73 

138 

Back Cover 
121 


107 
120 
60 


Inside Back Cover 


95, 114, 132, 138 
121 


50 
105 
48 
73 


68 
5 


15-18 


117-118 
121 
31 W k 
95 West 47 
78 A g 131 
51 } M 95 
ap: 137 
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Liefeuud Sources fer 


and Supplies 


Services 


MANIKINS 


RENT A GLAMOR GAL 


| day—and 
night without getting 
Madisonia provides 
perfect ladies 
hiidrens$ 
your 
promo 


for 


MADISONIA MANIKINS, INC. 


New York CHICAGO DALLAS 
152 W. 25 St 11 S. Desplaines 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 Riverside 7-193 


ADVERTISING SERVICES 


Auto- Typed Letters oe 


FREE 

. 

write 8 
KIRBAN Associates, inc.: 


5673 Ogont: St. Phila. 41, Pa. - WAncock 4.1352 § 


COLOR POST CARDS 


SUG yale) ” 
oF “Ly POSTCARDS Tih Y 
JUMBO—RETURN REPLY—ACCORDION CARDS 

CATALOGUE SHEETS—8% « 11 

25¢ ec. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE C 

Write for Price List.and Somples 

CORONA COLOR STUDIOS 

ie eee ie a 


HELP WANTED 


Typographic Markup man. Charge of serv- 
ice department of advertising typographer 

. markup, production, scheduling. Must 
have ad agency typography service ex- 
perience. Write Box 37, </o Advertising 
Requirements, 200 E. Illinois St., 


11, Ulinois. 


Chicago 


ENGRAVINGS 


~ ) 
Cm ot PHOTO ENGRAVING CO 


A COMPLETE 
PHOTO ENGRAVING SERVICE 


138 «+ qo * March 1959 


STOCK CUTS & PHOTOS 


BOOK of the 
S g-HOW LO 


Develop and Illustrate _— 
Your Printed Messages 
with 


STOCK CUTS 
and 


STOCK PHOTOS 


© FOR LETTERPRESS tin 
> FOR OFFSET OR PASTEUP 
(Pay only for subjects you reproduce) 


= 


Over 160 pages, size 9 « 12, plastic | 
one Ideas in Art easy to use ond econo 
bill to your letterhead ond get this big book by return 


COBB SHINN 


re ee Indianapolis 25 Ind. 


DECALS 


VIBRANT 
LONG LIFE 
BRILLIANT 


MADE TO YOUR SPECIFICATIONS 
Sieg OO 


8422 HOUGH AVE. 
ya aT: ee CLEVELAND 3, OHIO 


ADVERTISING SPECIALTIES 


365 DAY ADVERTISING 
69 st—_2¢ a month 


sf a res * 100% selectivity 
} aa * Your ad stands alone 
: : * Finest year-round 


eee goodwill advertising 


ae eat ee ee 


Action Advertising 030 fce¢x°%. 


ART SUPPLIES 


ster 
BOARD 
oot Sab eb at Mee 


Metuchen. N. J 
BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITIES 


Canadian Printer wishes to amalga- 
mate or associate with American Firm 
interested in producing Labels, Wrap- 
pers, Cartons or Polyethelene Bags in 
Canada. 


Write Box 39, ¢/o Advertising Requirements, 
200 E. Illinois St. Chicago 11, Ill. 
eee nnnnreneeeeeeeeeececeeecee eee 


POINT OF PURCHASE 


-¢ ADMISSION 
© 10 POPAI 
EXHIBIT BY 
TICKET ONLY 


SEE PAGE 114 FOR STORY 


SCHOOLS 


Now You can join 


this high earning ex- 
clusive group of ‘‘in- 
demand”’ retouchers 


GERMAIN’S ‘“‘only one of its kind’’ COLOR 
TRANSPARENCY RETOUCHING COURSE, un 
locks the trade secrets of color transparency 
retouching in this 18 week course 

Phone, visit or write for complete details 


GERMAIN SCHOOL OF PHOTOGRAPHY 
225 Broadway, New York 7, N.Y. WO 4-4550 


do vou know? 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 


eeeeeeseeeeeooee 
TEL-A-STORY, INC. 
Dept. A-3 523 Main Street, Davenport, lowa 


REPRESENTATIVE WANTED 


WANTED—Top-rated Sales Representative 
for Top-rated Lighting Manufacturer 


Box 40, 
Third Ave., 


c/o Advertising Requirements, 630 
New York, N.Y. 


AR’s 22,000 Circula- 
tion is Hand-Picked 
for Buying Power 


Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to buy- 
ers of advertising services, mate- 


rials, equipment supplies. 


Get in AR! 





301/Circle on Readers’ Service Card 
New Dispensing Machine 
W. H. Brady Co. offers details on the 
iy Tapematic which is capable of 
types of pressure-sensitive 


(Page 106) 


302/Circle on Readers’ Servic 
Tags Move Merchandise 


Isirated 


303/Circle on Reader 
Prize Book Circular 


jetails on i 


304/Circle on Readers’ 
Rainbow Paper 


Clips 
lastic, transpar- 


(Page 81) 


308 /Circ! 1 
Surface Level 


sce level) ar wcetics fam Tahnenn Prod 


icts Co (Page 82) 


306/Circle on Readers’ 
Hanover Plastic Signs 

1 folder showing a line of standard 
igns with stock letter s available from 


(Page 116) 
307 


Celastic Folder 


(Page 116) 


GSD Advertising | Reade 
Requirements | Swwice 


*Send for these free helpful selling tools 


308/Circle on Readers’ 311/Circle on Readers’ Service Card 
Postal Rate Chart Photo Composition Literature 


. . » Ecusta Paper will send a chart which Foto-Graphic Products Co. will send 
putations when terature ng two economy priced 


(Page 56) hoto comp 1a machines (Page 130) 


ee E es ia 312/Circle on Readers’ Service Card 
309 Vlrcie On Neaders P ki B okl t 
Engraver’s Brochure oe — wi 


_—— = . . . » Allied Paper Corp. offers 


a 16-page 
ngravir 


1e process for convert- 
fine printing papers. 
(Page 130) 


313/Circle on Readers’ Service Card 
310/Circle on Readers’ Servic urd Letterhead Design Brochure 
New Reflex Exhibit a brochure from Neenah Paper Co. 


. @ full color folder excellent case for quality letter 


axhibit, i available from Regent TY a amy 


ecialties (Page 124) 


prove it. 


(Page 135) 


Readers’ Service Dept. *Please print or type information below 


7703 


NAME 


Please TITLE 
301 
306 COMPANY 
311 
316 317. 318 +319 +320 PRODUCTS SOLD 
321 
ADDRESS 


CITY & ZONE 


Postage Ne 
Will be Paid — 
by If Mailed im the 
Addressee United States 


BUSINESS REPLY CARD 


| First Class Permit No. 95, Sec. 48 P. L. & B. Chadcage, ML 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 





Gy Advertising 
Requirements 


*Send for these free helpful selling tools 


314 1vailable 319/Circle 


List Trades m Luce Pr ‘lipping Bureau. (Page 67) Film Settings Brochure 


t catalog . . Wesco offers 
(Page 67) ervice of supplying locations almost any 
where for film production (Page 73) 


317/Circle on Readers’ Service Card 
Mailing List Functions 
315/Circle on Reader service Card Planned Circulatior ffers its intro 
Custom-Compiled Lists tory booklet on a new direct mail 320 
folder on a research service, offer erie (Page 68) 


paralleling 


Circle on Readers 
Better Slide-Showing 


professional tricks of the trade i 


mr vy 
Dpua 


> ; available in a compact 
(Page 67) 


ind comprehensive booklet from LaBelle 
318/Circle on Readers’ Service Car Sales Tt (Page 96) 
Postage Laws Manual 
z new manual of postal data, ‘Post 
316 le Readers’ Service Card 1ge Economie fered by Gaw-O'Hara 


Nation's Newspaper List for help in interpreting nev 
: : . 321/Circle on Readers’ Service Card 


McMurry Magnetic Reader 
a folder from McMurry Audio Elec 


nie ‘«emea 


tronics Inc. describes a simplified magnetic 
reader now currently available. (Page 96) 


No 
Postage Stamp 


N. Circle on 
If Mailed im the Cotton Paper Booklet 


United States -a Be klet cescribing the advantag 


neacers 


ll be 
t 


Page 47) 
BUSINESS REPLY CARD 


First Class Permit Ne. SS. Sec. MSP. L&R, Cetcego. DD. 


Readers’ Service Dept. 323/ Circle 


ADVERTISING REQUIREMENTS aaa Senet SON . 
Aimer erly- lQTK oOrers a 


200 East Illinois St., in dubai te Sel Dead. an 
Chicago 11, Ml. roaed paper su (Page 51) 


324/Circle on Reader 
Readers’ Service Dept. nt f xt elor Filing Equipment Catalog 


7 - » « @ new catalog, listing it 
703 aa A aa ae eecieiaiceniaieania al juipment, is off 


NAME 


u 


301 302, 303 = 304 ~=— 305 
306 §=6307 =6308 §=6309 §=6310 § company 
311 312) 313s 314s 3115 


316 «6317 «318 §=6319 «320 § PRODUCTS soLD 


321 322 323 324 ape OE 


ADDRESS 


TITLE 


CITY & ZONE 


* Note 





cA. 


Two guides to better paper buying 


LOOK FOR the Cotton | iber 


“Better a vers” embl mM It Is \ 
| 


our reter- 
ence mark for correspondence and record- 


keeping paper of exceptional / 


SEND FOR the tree Cotton Fibe: 
Booklet —““What Every Businessman 
Should Know About Paper lodav!” It 
explains what cotton fiber papers offe1 


in terms Of prestige and performance 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” 


OR “RAG" IN THE WATERMARK OR LABEL 





LIGHT UP 


your promotion program 
(And lighten your budget!) 


with 


ULLMAN GRAVURE 

FULL COLOR SS 
rune 1G a 
TRANSPARENCIES saa 


2 


Safeway Stores 20” x 30!.” 


eee | beg 
ues Box-maker 
the Trans- supplies the 


ella te NYilelelSoae toe] 


See us at the P.O.P.A.1. Show! No matter how much you pay for 
BOOTHS 35-36, March 24-26 , a Shadow Box, it is only effective 
Palmer House, Chicago if the advertising message in front 
of it tells your story perfectly. The right 
Color Transparency to LIGHT UP your 
promotion program (and lighten your 
budget!) is an ULLMAN GRAVURE Full 
Color Plastic TRANSPARENCY. Ask any 
of the advertisers who use them. Names 
cheerfully supplied on request. 


ULLMAN GRAVURE reproduces any kind 
of picture copy onclear plastic, prints on 
both sides of the plastic in perfect reg- 
ister. Result: a dynamic color build-up in 
front of the light. There is no printing 
screen in the ULLMAN process to break 
up the continuous tone picture. If the light 
fails, the picture is colorfully brilliant. The 
light-refracting surface which is built right 
into each ULLMAN GRAVURE TRANSPAR- 
ENCY gives the lighted picture a lumi- 
nosity not possible in paper prints or 
obtainable in other processes. ULLMAN 
TRANSPARENCIES will not fade in front 
of a light source. They will not wrinkle 
or warp under any atmospheric conditions. 


LET US- SHOW YOU HOW TO 

Light Up Your Promotion Program 

Write for descriptive literature and 4 # a 

samples of Ullman Transparencies. Any size ~, 37” 8 49. Economical 
from 200 pieces to any quantity. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N.Y, “or of "ery Y Smrterins Punters Ain Awards 


HY acinth 7-3700 
{ division of The Ullman Company. Ine. ° Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 





